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- . re The Greatest Value Ever 
gi. < : " . Ree ae ; fe Offered— The Remington 
~~ : : an : : ; Standard American 

Dollar Pocket Knife. 











Beautiful serving tray free with every De Luxe Pi ; & 
matched set of Remington Kteansiad€ Cutlery with , a 
seamless, germ-proof bakelite handles. Retail P a eC I i = 
Price Complete . Only 318.45 

this, 
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ERE’S household cutlery to sell at a profit— 
without mail order and chain competition. 
Today the housewife wants everything in her 
kitchen good-looking, useful, and above all — 
sanitary. KA1631 is the first and only set of house- 
hold cutlery designed for the modern kitchen. 
You can sell these sets for wedding presents 
and other gifts. You can sell the individual items 
and replace from stock. You'll make real money. 


Get in on it quickly. Put new life into your cutlery 
department. Your jobber will supply you. Better 
wire him now. It will pay you to put in the entire line 
of Remington cutlery. Write for booklet. Address: 
Remington Cutlery Works, Bridgeport, Conn. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kieanbore Ammunition 


© 1931 R. A. Co. 
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One of your Prominent Customers for the 
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The FARMER 


T won't be long now before farmers everywhere will be getting 
machines and tools ready for the Summer's work. 
Get set and ready to sell them this much needed Carborundum 











Brand 57 File. 

They want it for sharpening mower and reaper knife sections for put- 
ting a keen edge on scythes—grass hooks and knives—for a dozen 
and one sharpening jobs. 

Nationally advertised—retails for $1.00—it's a great seller. 

Order at least a dozen in stand- 
ard carton with display from your 
jobber or direct. 

And don't forget your supply of 
Aloxite Brand Scythe Stones. 
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—— » THE CARBORUNDUM COMPANY 
NIAGARA FALLS, N. Y. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York, Chicago, Boston, 
Philadelphia, Cleveland, Detroit. Cincinnati, Pittsburgh, 
Milwaukee, Grand Rapids, Toronto, Ont 


[ CARBORUNDUM AND ALOXIT. ARE REGISTEREC 








TRADE MARKS OF THE CARBORUNDUM COMPANY 
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EXHIBITORS 






In the 90 days since its opening 2,500 
visitors have registered in the Model 
Hardware Store—which has already be- 
come a National Institution. 


(Your Merchandise Is Known 
American Bird Food Co., Chicago. 
Boye Needle Co., Chicago. 
Chicago Weed Killer Co., Chicago. 
Hardware merchants from 40 out of 
Garden City Paint & Varnish, Chicago. the 48 states of the Union (also from 


by the Company It Keeps) 
American Chain Co., Chicago. 
rillo Mfg. Co., Brooklyn, N. Y. e e y e 
cai Bat co. xorm tonnes. Sv. |G Che Merchandise Mart—Chicago 
Clemson Bros., Inc., Middletown, N. Y. 
Goodell-Pratt Co., Chicago. Canada) have been our guests. All com- 


Adjustable Clamp Co. Chleto. Have Already Registered in the 
Alliance Mfg. Co., Alliance, Ohio. 
Aluminite Co., Inc., Jamaica, N. Y. 
—— ODEL HARDWARE 
American Steel and Wire Co., Chicago. 
Armstrong Bros. Tool Co., Chicago. 
E. C. Atkins & Co., Indianapolis. 
Bassick Co., Bridgeport, Conn. 
Boston Varnish Co., Chicago. 4 
Burnshine Products, Chicago. 
Burton Boston Brush Co., Cambridge, 
Mass. 
Chamberlain Co., Chicago. 
W. J. Dennis & Co., Chicago. 
Drake Electric Works, Chicago. 
Edison Lamp Works of G. E., Chicago. 
Hiram A. Farrand, Inc., Berlin, N. H. 
Grand Specialties Co., Chicago. sage : seas — aaa ee ‘to shane 
ite. “Senet Mite, Cu, tadiatin, mend the store on its attractiveness and the effectiveness of its merchan 
a dise displays. 


Aluminum Products Co., La Grange, Ill. 
Jas. H. Boye Mfg. Co., Chicago. 
Chicago Roller Skate Co., Chicago. 
French Battery Co., Chicago. 





Hanson Secale Co., Chicago. 


Hoeft & Co., Inc., No. Chicago. a " 
Hibbard, Spencer, Bartlett Co., Chicago. 80% of Display-S pace 

oo a Already Leased Manufacturers have been quick to sense the 
ester Solder Co., cago. > j . aj 

Keuffel & Esser Co., Chicago. pe =. value of a permanent display of their products 
Landers, Frary & Clark, Chicago. in a building that is visited daily by thousands of buyers from whole- 
Stsintes Kiet &” Sons, Chdones sale and retail Hardware, Electrical, Sporting Goods, Housefurnishing, 
Metal Ware Corp., Two Rivers, Wis. Department, Specialty and General Stores, from all over the United 
Miller Falls Co., Chicago. States and Canada. 


Miracul Wax Co., St. Louis. 


National Motor Co., Springfield, Ohio. . ope 
Service to Exhibitors 


Nestor Johnson Mfg. Co., Chicago. 

ee eee t An experienced merchandiser in charge of the 
orth Bros. Mfg. Co., iladelphia. “ ” . : oe ” " ~ thi : 
halen: ens Vein. Cites. store “talks shop” with his visitors, shows and demonstrates exhibitors 
A. Mitchell, Chicago. ; products, and hands out trade literature. 

a aa a eo One exhibitor has opened up 18 new accounts traceable directly to 
Peters Cartridge Co., Cincinnatt. the Modern Hardware Store. Another reports sales aggregating over 
Pike Mfg. Co., Pike, N. H. $5 000. 


H. K. Porter, Inc., Everett, Mass. 


Pyrene Mfg. Co., Newark, N. J. — 
Our exhibitors are our 


Reardon Co., Chicago. 
a i See. best boosters. (See list) Exhibiting YOUR line here is public notice 
Skora Bros., cago. 1 2 r j / 2 } 
erelingesceaage ge NO that it belongs in ALL Modern liardware 
Toledo Wheelbarrow Co., Chicago. stores. Write for locations and prices on display space available. 

, 


Transformer Corp., of America, Chicago. 


river Seale Mts. Co.. chicaso. CHICAGO RETAIL HARDWARE ASSOCIATION 


United Autographic Register Co., Chi- 
cago. ° 
Vollrath Co., Sheboygan. J. G. Amis, Secretary 


Wilson Western Sporting Goods Co., 1416 Merchandise Mart Chicago 
9 . 


Chicago. 











Left— 

Each_ exhibitor 
gets TWO win- 
dow displays a 
| year, each for 
a period of 


two weeks. 


Right— 
20 ft. x 100 ft. 


store looking 
back from the 
front entrance. 
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One following are a few expressions taken from a great number of recent 
letters received from representative hardware merchants from all parts of 
the country. They are typical of the good will which Yale products, 
Yale Dealer Service and the Yale Organization ‘enjoy throughout the trade. 


Fill out and mail us the coupon on opposite page. You will feel well repaid. 


“We always enjoy giving a customer who 
is looking for Yale Locks just what he 
wants, as we know he will be satisfied with 
his purchases.” 


Hartmann Hardware & Supply Co., 
Somerville, N. J. 


“We realize that good locks make satisfied 
customers and for this reason we carry no 
other than Yale Locks.” 


The C. F. Wooding Company 
Wallingford, Conn. 





“We will not put in any other line of locks 
that run in competition with Yale. Our 
clerks are all Yale clerks.” 


The Thompson Hardware Company 
Lowell, Mass. 


“As long as we have been in business we 
have used nothing but Yale Night Latches 
—we find that about only one customer in 
a hundred will call for anything else but 
Yale.” A. L. Bradley 


Savannah, Ga. 





“It has been and will continue to be our 
definite policy to sell only Yale Padlocks 
and Night Latches, both when called for 
and as a line preferred over any other.” 


American Hardware Stores, Inc. 
Bridgeport, Conn. 


“We find that Yale Locks and Hardware 
sell themselves without any effort on the 
part of our salesmen.” 


Fox’s 
Philadelphia, Pa. 


“When a customer asks for a good lock, we 
always recommend the Yale, which we ad- 
vise him is safe, sound and secure.” 


Jno. C. Bond Company 
Edenton, N. C. 


“We carry nothing but Yale & Towne Pad- 
locks, Night Latches, and Door Sets, so 
naturally when a customer wants a lock we 
sell him Yale. We have carried nothing but 
Yale for the past several years and are well 
satisfied with the line in every way.” 


The John M. Page Co., Inc., 
Naugatuck, Conn. 





“Whenever one of our customers asks for a 
lock we show them yours first. There are 
only a few that ask for another make lock. 
We advertise your name Yale Only, and no 
one else. Your name is on our Letter Heads, 
Statements, Claim Checks and all of our 


Local Advertising.” 
Carl Jarl, Locksmith 
Omaha, Nebraska. 


“We handle Yale Locks exclusively and 
there is no danger of substitution on our 


part.” 
Bradford Supply Company, Inc., 


Warren, Pa. 


“We carry Yale Padlocks right through the 
line. We might have a few odds and ends 
that are not Yale, but ninety-five per cent 
of our sales are on Yale Padlocks, and we 
appreciate the fact that when a man asks 
for Yale we do not have to give him ‘some- 
thing just as good’ 
and we find many 
people who come to 
us for these locks for 
the reason that they 
know they will get 
what they ask for.” 





Washington Hardware Co., 
Tacoma, Wash. 


“In no instance have we ever substituted 
inferior goods for Yale Locks as we consider 
them the best on the market.” 


Mayers Hardware ¢ Automotive Parts Co. 
Steubenville, Ohio. 


“We have built up our 
Lock business on Yale 
Locks. As a matter of 
fact, we do not carry any 
other make locks than 
Yale, hence it would 
not be possible for our 
men to substitute and 
they are advised that when a customer 
asks for a make of lock which we do not 
carry, they are to inform the customer that 
we handle only Yale Locks which we con- 
sider the best.” 





Orr Supply Company, Inc., 
New York City. 


“For many years, with the exception of very 
cheap locks, our stock has been composed 


of your product.” 
King Hardware Company 
tlanta, Ga. 


“We do not stock any other make of lock 


than Yale.” 
M. L. Foss, Inc., 
Denver, Colo. 


“Our major line is Yale, and our first efforts 
are to sell Yale Locks.” 


Foster-Thornburg Hardware Co., 
Huntington, W. Va. 





“We have been handling Yale merchandise 
for a good many years and each year we 
become more and more determined to have 
nothing but Yale on our shelves. We find 
it a good policy to standardize on a line so 
well known and readily accepted as Yale. 
You have always been very fair with us. 
We like your service and your goods.” 


H. P. Aikman 
Cazenovia, N.Y. 





HARDWARE AGE 

















YOU 


**We have carried as complete a line of Yale 
Night Latches and Entrance Door Sets as 
our community requires. This is equally 
true of Padlocks as every lock on our sam- 


ple boards is Yale.” 
Alvin Rich & Co. 
Wooster, Ohio 


“Our entire stock of padlocks and latches 
consists of products which you manufac- 


ture.” 
Service Supply Corp. 
Philadelphia, Pa. 





“‘We have always featured the Yale line as 
our main line and expect to continue to do 
so, with your helpful cooperation.” 


Wyeth Hardware ¢& Mfg. Co. 
St. Joseph, Mo. 


**We show Yale Locks as we have full con- 
fidence in the quality behind the name Yale 
and have felt so in the past eighteen years 
of hardware selling. We invariably sell Yale 
after we show the customer the difference. 
You do not have to be a salesman to sell 
Yale marked goods as they generally sell 


themselves.” 
Danzig ¢7 Romain 
Philadelphia, Pa. 


“Yale Locks are the best scientifically and 
mechanically assembled locks on the mar- 
ket today. I use your key cut on my busi- 
ness card so you can readily see that I iden- 
tify my business with Yale.” 


East Side Locksmith 
Wilmington, Del. 


““We are always glad to sell Yale Locks, be- 
cause we know they are superior, and also 
because of Yale Service.” 


W. I. Dougherty ¢> Son 
Altoona, Pa. 





“The only locks that we have in stock are 
Yale Locks. Our people could not sell any 
other kind out of our store.” 


Neal & Brinker Co. 
New York City 





“We carry practically a complete line of 
Yale Locks and very few of any other make. 
We have always found it a pleasure to offer 
a customer a Yale Lock, for we believe that 


he will be satisfied.” 
Hudson Hardware Co. 
LaGrange, Ga. 


“We want you to know that we consider 
the Yale line, plus Yale Dealer Service, 


one of our greatest assets.” 
The Hutchens Co. 
Huntsville, Ala. 


“The name Yale stands for more in the 
way of security than any other lock manu- 
factured. That is why we feel that it pays 
to feature Yale Locks.” 


Summit Electric ¢> Hardware Co., Inc. 


Buffalo, N.Y. 


“Weare not carrying any padlocks or night- 
latches other than yours, and this applies 
also to finished builders hardware.” 


Van Deren Hardware Co. 
Lexington, Ky. 





=. ( 
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“There is practically no item in our store 
in locks, padlocks, door closers, etc. that 
does not have Yale on it.” 


Ramsay Hardware Co. 
Ellensburg, Wash. 










“T have been in business for twenty-two 
years and have always carried a full line of 
Yale padlocks, trunk locks, cabinet locks, 
night latches, etc. We do not stock any 
other locks than Yale and that certainly is 
evidence that we are thoroughly pleased 
both with your products and your service.” 


Dee Gun er Key Co. 
Birmingham, Ala. 


will find inspiration in 
these unsolicited ex= 
pressions from men in 
retail hardware trade 


“Weare sure you will be glad to know that 
we do not have a line that we handle 
with as much satisfaction as we do Yale 


Locks and Door Closers.” 
Hugel e Heiserman 
Spring field, Ohio 

















“Our zealous desire to supply our custom- 
ers your product has been based primarily 
on three facts; namely, the general knowl- 
edge of the security and quality for which 
the name Yale stands; second, the courtesy, 
promptness and accuracy with which all 
our orders have been filled with you; and 
third, the proven quality of your product 


itself.” 
O’Neil’s { Everything in Hardware} 
Henderson, N. C. 


“You can rest assured that we are strong 
for Yale products and Yale Service and wish 
you continued and growing success.” 


Hendershott’s Gun Store 
Eugene, Ore. 


“My line consists of 99% Yale Merchan- 
dise. This firm was established in 1854 and 


has always sold Yale.” 
Dug Thomas 
Springfield, Mo. 





“We have handled your complete line of 
locks exclusively for the past 35 years. We 
firmly believe that you have the best lock 
on the market and we are glad to offer Yale 


to our customers.” 
Dolgeville Hardware Co. 
Dolgeville, N. Y. 


Take advantage of Yale Dealer Service 
by Mailing this Coupon Today 


=-——~---~---------=-----5 


THE YALE & TOWNE MFG. CO. 

Stamford, Conn. 
Send me full information regarding your Dealer’s 
Advertising Service and the assortment of free sales 
helps to push the following: 


BD ein SON esi ed Yale Padlocks 





Address. 


Yale Guard Locks 





ssl heligpiaisiliamidiead 
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EARS of experience has taught a great ma- 
MOR F DEALERS jority of dealers that Zinc Insulated Fence is 
quick turnover merchandise —and far outsells any 

RY af A Ll other brand on the market. 

* Back of these dealers is the strongest and most 
VATA EA effective advertising and sales promotional cam 
re 
nt Rag OO 9 NOM yy Cg 


paign that makes their store fence headquarters 


I.§. PAT. OFF 


Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 


THAN ANY OTHER BRAND/ 
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-- BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 











208 South La Salle Street, Chicago suesibuny oF unrren UK\srares ster. coRroRArion And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York  - 
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Schlitt Hardware 

Company, Springfield, 

Ill—one of the most 

attractive and well ar- 

ranged hardware re- 

tail establishments in 
this state. 





—the difference between a “‘Store”’ 


and a Warrenized Sales Room 


: \ 
mm wih 
After ju sions wag Y Ne ew Mer- 


oes 2 in IDB» dis. “store” business, one after the other. Climbed out! 


Successful merchandisers have gone out of the 


That’s why they became or remained successful— 


in the face of keen competition. 


Display has taken the place of storage. The change- 
over from “stores” to modern Warrenized Sales 


Rooms continues in every part of the country— 





people respond to constant eye-invitations to buy. 


The time to begin modernizing is now. You can do 
a thorough job and have a complete new store, (or 


a section at a time may be installed), according to a 


samen plan we will be glad to furnish. Just send the coupon. 


| | 
ada J Ai 
err Ta 
: - 


Stas 
‘ pd 


Te FEN seetacecteereecert coca cope 
SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG. CO., 1471 Merchandise Mart, 222 N. Bank 
Drive, Chicago, Ill. 
We want to know more about Warren Fixtures and Correct Store ORE I oe SR aa te Ee En ee ee ae 
Se PE ee | RO ence te cceececccsccccceseccccceoes 
(J The new No. 31 Warren Fixture Catalog. 
[) The Warren Display Table Folder. IE 5 sivin ga inint's 6s GRO Eaid bs WEsb eo dnesiee seo aamcERees 
[J The No. 330 Information Sheet for Suggestive Store Arrange- 











ment. 
C] Without obligation, please have your Store Engineer call when EE CE TT Ce State cccsceccess 
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Feature the New Comet Coaster 
FOR CHILDREN’S DAY 


JUNE 20TH 


Ask your jobber for the new No. 9 Comet 
All Steel Coaster. It has an extra large box 
with colored panels, Rolls Auto wheels, chan- 
nel steel gear, steel roller brake, and the new 
Silverized finish on wheels, handle, and 


tires. 


* Jhe TOLEDO METALWHEEL CO. %oledo,0. 


Distinctive Children’s Vehicles Since 1887 
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In a Western oil field they were 
driving a drill rig with an engine 
located 600 feet away. Rig and 
engine were connected by a spe- 
cial fabric belt 24 inches wide. 
The sections of the belt were 
joined by a new type of metal 
coupling, in two parts, bolted 
together. A large and profitable 
market lay before the manufac- 
turer of this new belt and coup- 
ling. But as the couplings passed 
over the pulleys the forces exerted 
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on the bolts were tremendous, 
and the bolts snapped after brief 
service. 

The coupling maker sent us 
orders in rapid succession con- 
stantly specifying higher tensile 
strength bolts, until we became 
“suspicious” and asked 
him how and for what 
purpose he used them. 








When we heard his story, we rec- 
ommended a slight change in the 
shape of his coupling, and a 
tough, ductile bolt. The problem 
was solved. 

Stock the Emprre line, 
the premier bolt and nut 
products of the world. 
Specify Empire when you 
order from your jobber. 


RUSSELL, BURDSALL , WARD BOLT & NUT CO. 


PORT CHESTER, N. Y. 


ROCK FALLS, ILL. 


CORAOPOLIS, PA. 


Sales offices at Philadelphia, Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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Where * inexpensive nm 
: Sell a 


Stanley Hasp and Staple — 


For store room, basement, garage or barn doors, for box or 
basket cover — these are the types of places where your 
customers want an inexpensive but secure fastening device. 


Sell them a Stanley Hasp and Staple 


Stanley Hasps and Staples are made of Stanley Cold 
Rolled Steel in sizes and designs to meet any require- 
ment. The steady demand for the different types of 
Stanley Hasps and Staples make them quick turnover 
items which deserve a place on your display tables. 


Safety Hinge Hasps Hinge | NI 
No. 915 Safety Hasp 
When fastened, all No. 925 


screws are concealed. 





¢ 
ar 















Extra Heavy Hinge Hasps 
No. 941 


For extra security use a car- 
triage bolt through square hole. 





For boxes, tool chests, lock- 
ers, etc. When fastened, 
all screws are concealed. 





Hinge Hasps No. 912 Hasps and Staples No. 980 





Safety Hinge Hasps with 





Swivel Padlock Staples Hinge Hasps 
No. 917 with Swivel Padlock Staples No. 914 
When fastened, all screws Light Hinge Hasps No. 346 
are concealed. Quarter turn “Confidence in the quality of Stanley Products is 
of swivel staple secures the built upon almost a century of satisfactory use” For baskets, boxes, chests, etc. When 


door without use of lock. fastened, all screws are concealed. 


THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE 
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4 EXTRA SALES WALLOPS 


... with “BIG FIST” 


OUR! Count them at the right! 

Four extra sales wallops that 
no middle priced shovel can ex- 
hibit. That’s why “Big Fist’ is 
champion of its class. Thousands 
of smart retailers have discovered 
that “Big Fist” gives them a chance 
to do some real merchandising. 


The BLADE—heat treated by 
Wood’s improved process— 
tougher, by considerable, than 
any shovel blade ever produced 
at the price. 


The GRIP—comfortable, patented 
“Moly-D” that can’t warp or split, 
and is almost unbreakable. 


The STEP— patented turned- 
over design that saves feet and 
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shoes and strengthens the blade. 


The QUALITY— guaranteed, 
second to none. Exact uniformity 
in 12 shovels out of every dozen. 


Stake your reputation on the “Big 
Fist” shovel line. And remember 
you can’t over-emphasize “Big 
Fist’s” four extra sales wallops. 
Talk them up! You'll lay the foun- 
dation for important “Big Fist” 
Shovel profits. Ask your jobber. 


THE WOOD SHOVEL AND TOOL CO. 
Piqua, Ohio 


Wood's 
“BIG FIST” 


Shovels:Spades:Scoops 
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Screen Sales 
DON’T STOP 
At The First 


Breath of Summer 





Many people delay screen buying 
until flies and mosquitoes remind 
them it’s screen time. 


Some buy a few screens at first and 
add more as the season advances. 
Others need screens and screen doors 
for newly completed homes. Vaca- 
tionists want screens for the summer 
bungalows—and so if goes. 


Remember, screen sales don’t stop at 
the first breath of summer. 


Window Screens and Doors 





sell all through the Summer season. Stand- 
ard for nearly 30 years. Sold at popular 
prices. Continental quality keeps them pop- 
ular. Customers know that no screens or 
screen doors are better made or last longer. 








And don’t overlook the increasing demand 
for Continental Combination Screen and 
Storm Doors. The practicability of a screen 
panel for summer and a storm panel for 
winter has scored a real hit. It is not neces- 
sary to take down door—either panel can 
be inserted or removed in a jiffy. No plan- 







ing or fitting of panels. Home owners are 
delighted with these convenient doors. 





Your jobber will keep you supplied with 
Continental Products. 






Continental Screen Co. 


Detroit Michigan 





Screen Panel 









Continental Window Screen 















Continental Screen Door 
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Storm Panel 







IN SUMMER 
: IN WINTER 
keeps out flies, keeps out cold, 
conserves f 
health ee 





Combination Screen and Storm Door 
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Customers who come into your store today are 
giving increased attention to values. They want 
to be sure that the merchandise they are buying 
will give them their full money’s worth. They 
are especially likely to favor established products 
made by manufacturers whose names have long 
stood for high quality, consistently maintained. 


Now, with buyers studying values with unusual 
care, Bethlehem Bolts are especially desirable 
merchandise from the dealer’s viewpoint. 


These bolts are made of Bethlehem Steel; have 
clean, accurate threads; are carefully inspected 
before shipment and come to you in strong, neat 
packages. But most important of all, Bethlehem 
Bolts are the product of a large, steel-making 
organization with a half-century-old reputation 
for making quality steel and steel products. 





Bethlehem Bolts have the high quality that the 
buyer insists on today. They give him sound 
value for every dollar he spends. You can sell 
Bethlehem Bolts with confidence. They are 
merchandise of the kind that will help you to 
make new friends and customers. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethletrem, Pa. 

District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, Detroit, Chicago, 
St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, 
Los Angeles, Seattle, Portland, Honolulu. 


Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, 
New York City. 


BETHLEHEM 


BOLTS & NUTS 





SELL THEM THE BOLT WITH THE °** 


°°? ON THE HEAD 





JUNE 4, 1931 


13 





“ie 
E 


4 


ADD TO THEIR PLEASURE... 


ind You’ll Add to Your Profits 





“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMON 
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“Shedwel” Track was created at the request of 
hundreds of dealers—dealers who found a definite 
demand for a high grade, lighter weight track. 


Twenty years ago, when “Glide” (the original 
watershed track) was introduced, its revolutionary 
new principles made selling easy. “Glide” was 
sold for use on doors of all weights and sizes— 
price was no object. 


The close buying methods of today, however, 
demand a track designed especially for lighter 
doors—with all the advantages of heavy tracks, 
but proportionately less in cost. “Shedwel”’ meets 
every requirement of this class of trade. 


“Shedwel” is miniature “Glide” Track. It has 
every “Glide” feature (one piece construction; 
positive weather protection; patented telescoping 
joint; easy operation; etc.). Yet “Shedwel” sells 
for less than any “heavy” track. Here is a sure 
profit producer. You do not have to meet com- 
petition—there is none. Use the coupon for more 
information. 


FRANTZ MFG. CO., Sterling, Il. 
Dept. H-6 
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One Man in Forty— 


and YOU are the Man 


ID you ever stop to think that you are one of the compar- 
atively small percentage of men whose “yes” or “no” 
really matters to American business? © 







Every morning 40,000,000 men start to work— in factories 
and mines, banks, railways, store and other centers of indus- 
try or trade. Forty million men turn the wheels that keep 
America clothed, sheltered and fed. 


But only one million of them make business decisions. 
Only one man in forty has the ability, the responsibility or 
the authority to say yes or no in business matters. Hence the 
real managing power of the country lies in the hands of these 
million men—less than one per cent of its total population. 

As a member of this group—this controlling minority— 
you share an important responsibility—the triple responsi- 
bility of wisely liberal purchasing, of generous employment 
and of same management to hasten the return of general 
prosperity. — 













How, you ask, do we know that you are one of the million 
who make decisions for others to follow? Because men who 
read business papers are alert and eager for news of new 
plans, new methods, new equipment. That is why they are 
the men who control affairs. 


diy 


Tus SymsBou identifies ak ABP paper... It 
stands for honest, known, paid circulation; 
straightforward business methods, and edi- 
torial standards that insure reader interest... 
These are the factors that make a valuable 
advertising medium. 
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Prepare for 


CHILDRENS DAY 


_June YAU aD 











: Your 

2 Jobber 

‘ Has a 

F Get Complete 
Assortment 


Acquainted with 
the New 
Rolls Auto Wheel 


ay 


' ‘Children’s 
Vehicles 


To the live hardware dealer Children’s Day for 1931 brings 
visions of increased profits from American Children’s Vehicles. 
Four years of experience have taught him that Children’s Day 
is a huge success. You will find every hardware dealer who 
has pushed American Vehicles for Children’s Day, ready and 







The Year’s Sensation 
—Phenomenal Seller 


— Standard Equip- ¢ primed for this year’s effort on a bigger scale than ever. 
ment on Steel and F . 
Greater preparations are being made all over the country. 
Wood Coasters and ; Children’s Day is becoming the biggest of all special days of 
Autos. ... See Our ? él the year—for children always come first in the hearts of all. 
Catalog or Ask Your / 
Jobber 
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ID eal ¢* Pe, @ _ Reprint of Schavolite June ad in National Golf Publications. SPECIAL- 
IZ 


E on these new G. E. Textolite Head Golf Clubs. Your greatest 
PROFIT opportunity. Your one PROTECTION against ALL competi 
tion. Wire or write for complete information today. 





© hang up a 
-for 10 to 40 
aking brassie 
© Schavolite 





Y, true as an arrow. 
und wizardry in m 
Puts you on your way - Thrill a¢ the way th 
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‘eee MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

The graphite used in all DIXON 
GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, in 
uniformity, in lubricating and pro- 
tecting qualities has never been 
equalled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 


DIXON GRAPHITE 
PRODUCTS 


Flake Graphite Graphite Seal 

Graphite Cup Grease Pipe Joint Compound 

Waterproof Graphite Industrial Graphite 
Grease Paint 


Write for Circular 40-C 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


Jersey City xO 











New Jersey 
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ABOUT 
LOVE 
AT 
FIRST 
SIGHT 


B ooxs beyond number 


have been written about it. 


But to bring happiness it 
must be backed up by years of 
living together. 


And the same thing applies 
to buying and selling. 


The “cheap” article where 
quality and value and service 
are made secondary to price 
may do the job of selling “at 
first sight.” 


But when you come to live 
with it and use it you find you 


have been wrong. 


Your job as a salesman is to 
get beyond this “first sight” 
and show the buyer the value 
of quality in service. 





No one buys a saw without 


paying for sawing service. And 
you cannot get the long life of 
“SILVER STEEL”, the ease 
and speed of “taper grinding”, 
the durable cutting edge of a 
genuine Atkins Saw at any 
lower price than you now sell 


this valuable sawing service. 


Don’t depend too much on 
“first sight.” Don’t sell it 
without the backing of qual- 


ity, value and service. 


There is no more important 
lesson for any salesman to 


learn than this. 


L§ 





THE WORK BENCH THAT WORKED 


EK fRED BINNEY, a successful young salesman, sent for the Atkins Saw Book, 
and from it he learned many of the best ideas he ever knew for selling more 
customers, new and old, quality saws and tools that you can learn about if you 


will read story No. 21, next week. 


The whole series of Sam Sayles Super Selling Service is yours for the asking. 
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NEW DISPLAY 
CABINET FOR 
CIRCULAR SAWS 


ATKINS © S33 


+ 





Wir the coming of pow- 


er sawing as used in the build- 
ing industry and home work- 
shops, E. C. Atkins and Com- 
pany have had experts design 
a cabinet to display and hold 
a stock ‘of small circular saws 
of standard sizes with the 
most popular and _ efficient 
styles of teeth for elec- 
trically driven hand ‘and 
power bench machines. 


More and more sawing is done 


‘ every day by power, as new 


building contracts are let, and 
also because of the desire on 
the part of home workshop 
owners for better equipment. 
The cabinet is very beauti- 
fully lithographed in blue, 
orange-red, white and silver, 
and shows the four most pop- 
ular styles of cutting teeth of 
different types of small cir- 
cular saws. 


The rear of the cabinet is di- 
vided into shelves for stocking 
an adequate supply of Atkins 
SILVER STEEL Circular 
Saws for sale to this class of 
trade through hardware stores. 
The modern hardware dealer 
will appreciate this new mer- 
chandising plan. For 
further information, 
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It’s Your 


BATTING AVERAGE 


That Counts 


—and the “Keep- 
ing Expense” eats 
up more profit than 
“Selling Expense’ 
says the Old Vet- 
eran retired hard- 
ware merchant in 
this article which is 
one of a new series 
beginning this week 


By MURRAY C. FRENCH 


HE Old Veteran, retired 
[tara merchant, pushed 
the morning paper away. 
“Bob,” said he, “I doubt if I 
would ever have made any 
money, real money I mean, in 
hardware, if I hadn’t been such 
a dyed-in-the-wool baseball fan.” 
“Meaning what?” asked 
Bob Butler, the hardware 
merchant. 

“You know how a fan 
watches the averages. Well, 
I couldn’t help noticing how 
some of the players’ aver- 
ages were always below the 
team’s average, others 
above. Then, for instance, 
if the center fielder’s aver- 
ages were low for any 
length of time, the manager 
did something about the 
center fielder. 

“The fact that the team 
as a whole was winning 
didn’t keep him from mak- 
ing a change in center field. 





By the time that spot was fixed 
up maybe the third baseman was 
slipping. Running a ball team, 
I could see, was a continuous 
process of finding the weak spots 
and correcting them.” 

Bob Butler nodded. “Yeah, 
but where does the hardware 
business come in?” 

“Well, it dawned on me that 
the hardware game is no differ- 
ent from a baseball game. Got 





















about nine departments, each 
playing a different part in the 
game of making a profit for the 
store. 

“The point is that just because 
my store as a whole was making 
money didn’t prove each depart- 
ment was earning its fair share 
of that profit. Some were un- 
doubtedly big winners and others 
big losers. It couldn’t be other- 
wise. 

“Ordinary common sense said 
I should locate my losing depart- 


“Every hardware mer- 
chant who puts his 
store on a depart- 
mental basis is as- 
tounded at the big 
profits made by the 
- winning departments 
and the big losses 
caused by the poor 
ones. The deluded 
dealer who books all 
his sales in one lump 
will never know that”’ 
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ments and correct whatever was 
" wrong.” 

“And you found it not such an 
easy task,” Bob Butler ventured 
with a sly wink. “Not nearly 
so easy as just sittin’ on a nail 
keg during leisure hours, just 
sittin’ and thinkin’, sittin’ and 
thinkin’, the way some hardware 
men do.” 

“You guessed it,” the Old 
Veteran agreed. “First, I went 
around town to see if I could 
pick up any ideas on depart- 
mentization. Most of the in- 
formation I got was negative— 
it couldn’t be done—too much 
trouble—terribly expensive—be- 
sides, what’s the use? All, of 
course, from dealers who had 
never tried it! 

“Several of the brothers said 
that was fine for a big store, but 
not for a small one. Why? They 
didn’t know. 
mentizing is really more vital 
to a small store 
where resources are 
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Advertising.....-eee. 
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Fixture Depvreciation 
Bad Debtsecwcccccces 
Interest.cccccccrces 
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Total Keeping | Selling 
Expense | Expense | Expense 
14.0% 9.0% 5.0% 
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I tell you depart- © 






Fig. 1. 
expense.” 
ing”’ the goods on the shelf. 


Possibly only one-third of a hardware dealer’s expense is actual “selling 
The other two-thirds is “keeping expense,” incurred solely in “‘keep- 
Consequently, the sooner merchandise is sold the 


less “keeping expense”’ it creates 


more limited. Yet the big stores 


are the ones that departmentize, 
not because they are big but be- 
cause they are smart. 


“A big store will likely sep- 
arate its stock into ten or twelve 
departments, a small store into 
only half as many.” 

“Well, what 
did you do 
about it?” But- 









ler asked. 
“~" eet, J 



























split my stock into nine players 
—I mean departments—giving 
each a letter to keep all sales 
separate. Nothing easier, Bob, 
yet how few hardware stores do 
even that! Still they complain 
about profits. Of course I took 
my inventories by departments 
also. 

“But determining how much 
expense should be _ charged 
against each department, now 
there was a job! After consid- 
erable figuring I came to this 
paradoxical conclusion: 


“Just because expenses 
may total 27 per cent of the 
sales, it does not follow that 
all lines producing 35 per 
cent net mark up neces- 
sarily earn a profit. Neither 
does it mean that everything 
sold at 20 per cent mark up 
is handled at a loss.” 


Bob Butler made a wry face. 
“Sounds a bit weak minded to 
me, Old Vet.” 

‘And to me too, at first, Bob. 
However, it’s easily explained if 
you will just listen,” the Old 
Veteran answered. 

“Expenses naturally vary with 
the amount of sales,” he went on 
to explain,” but after a store has 
become a going concern possibly 
two-thirds of its expenses are in- 
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Fig. 2. The expense of each department differs from the average expense 


of the store as a whole. 


It varies mainly according to turnover. 


In a 


store whose yearly expense is 27 per cent with a 2% time turnover, a 

department having a 2 time turnover incurs possibly 32 per cent expense. 

But a department turning 4 times costs only about 20 per cent. 
Estimated of course. 


direct, or fixed. Rent, heat, 
light, insurance, taxes, interest, 
and a large part of the salaries, 
all these go on almost regardless 
of business. It is clear that they 
depend largely on the amount of 
stock rather than on the amount 
of sales. 


Breeding Expenses 


“The moment a piece of mer- 
chandise arrives it begins to 
breed expenses. The longer it 
stays the more expense it piles 
up. The only way to stop those 
expenses is to sell the article. 

“So if a hardware man is in 
earnest about locating which 
lines are unprofitable he should 
charge against each item of mer- 
chandise every expense it incurs. 
Impossible, of course! But let’s 
look into the idea farther. 

“Suppose, for instance, a stove 
stays in stock a year. It is shown 
dozens of times and should prop- 
erly be charged with all the time 
the salesmen spend upon it. It 
should bear its own insurance, 
taxes, advertising, rent, etc., 
which certainly would be twelve 
times as great as if it stayed in 
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stock only one month. This can- 
not be disputed. 

“Now add the time spent by 
the merchant worrying about it 
and planning how to sell it. Fur- 
thermore, it must bear its share 
of the salesmen’s idle time, 
which according to G. E. Bittner, 
of the U. S. Department of Com- 
merce, amounts to nearly one- 
third of the whole day. 

“Any article sold and re- 
turned for credit has an extra 
bookkeeping, handling, and pos- 
sibly delivery expense to be 
heaped on its back. ’ Impracti- 
cal? Surely, but don’t stop. 

“Merchants figure expenses 
against their sales simply _be- 
cause only from sales comes the 
cash to pay those expénses. Cor- 
rectly speaking, however, two- 
thirds of all expenses should be 
charged where they belong, to 
the unsold stock. 

“For it is certainly evident 
that once thi¢ stove is sold the 
dealer no longer advertises it, 
nor keeps it clean, nor moves it 
about, nor insures it, nor spends 
valuable time on it. 

“On the other extreme, sup- 


" items. 


pose a stove comes in Tuesday 
and is sold Thursday. It is all 
foolishness to say each of those 
stoves has incurred a 27 per cent 
expense just because that hap- 
pens to be the store’s average for 
the year. One is plainly much 
higher, the other much lower. 
Yet our accounting systems have 
no way of adjusting those differ- 
ences. 

“It’s the keeping expense, not 
the selling expense, that eats up 
profits,” the Old Veteran de- 
clared emphatically. “The longer 
an item stays in your store the 
more expense it incurs. So the 
age of the article is a reliable 
criterion of the comparative cost 
of handling it. 

“What applies to one item is 
equally true of the whole depart- 
ment, because the department is 
only a collection of individual 
The older the stock the 
greater its expense. The slower 
any stock sells the...” 


Butler Gets the Idea 


“Now I see what you’re driv- 
ing at,” Bob Butler exclaimed. 
“Tt’s turnover! Slow turnover, 
high expense; fast turnover, low 
expense, Eh?” 

“Right! Hard to explain but 
easy to see, once you get it. 
Here’s a little drawing (Fig. 2) 
that shows what I mean. 

“Suppose the store as a whole 
has a two and one-half time turn- 
over and a 27 per cent expense. 
Following the curve you see that 
a department having only a two 
time turnover probably incurs 
32 per cent expense, while one 
turning four times costs only 20 
per cent. All estimated, of 
course. 

“Then some adjustment should 
be made in the expense of the 
‘hard-selling’ departments. Elec- 
trical appliances, for instance, 
take more arguing, explaining, 

(Continued on page 57) 
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How an Annual Shop Maintenance School Aids 
Shop Equipment Sales for Wisconsin Store 


ORE than 200 shop men, 
M from a radius of 200 

miles, recently attended 
the three day Shop Maintenance 
School, sponsored by the 
Schlafer Hardware Co. of Ap- 
pleton, Wis. The firm was 
prompted to institute the annual 
shop school because it found 
that a great deal of the equip- 
ment, sold by the store to shop 
customers was not serving them 
to best advantage. In most in- 
stances, shop men did not fully 
understand how to properly use 
the equipment. Schlafer repre- 
sentatives, who regularly call 
upon garages, machine shops 
and _ similar establishments, 
found much of this equipment 
lying around and not in use. 
This meant not only a losing in- 
vestment for Schlafer customers, 
but it also spelled a loss for the 
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firm so far as repeat business 
was concerned. 

It had been the Schlafer prac- 
tice in years past to give custom- 
ers special instructions on their 
problems either in the store’s 
own shop, which is adjacent to 
the store, or at the plants of cus- 
tomers. However, this was found 


The Schlafer Store in Appleton, Wis. 





to be insufficient as those who 
needed this service the most, 
used it least. A year ago, the 
store decided to hold a general 
clinic on a limited number of 
subjects. A questionnaire was 
mailed to customers requesting 
that they name the problems they 
would like to have explained and 
discussed. The firm found that 
the subjects of greatest interest 
were welding, wire rope splicing, 
care and splicing of leather belt- 
ing and the use and maintenance 
of electric tools. 

In endeavoring to secure well 
informed speakers to take up the 
subjects enumerated, the store 
found that the manufacturers 
were more than glad to cooper- 
ate. At the 1930 school, several 
factories sent their engineers 
who effectively demonstrated 


(Continued on page 56) 
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for the man on 
the sales floor. 
Next Week: 
How to sell the 
unreason- 
able customer. 


Whata 


Salesman Should 
Know About Price 


OTHING undermines a sale so 
N quickly as an open exposure 

of ignorance. Creating of 
confidence is part of every sale, and 
confidence simply will not focus on 
the man whose words or attitude re- 
veal that he does not know what he 
is taking about. 

Only recently I was in a retail hard- 
ware store of more than average size. 
A workman, evidently a carpenter, 
came in and asked the salesman for 
an adjustable iron block plane. 
“Sure,” said the salesman, “we've got 
just what you want,” and he brought 
out one for inspection. The cus- 
tomer was apparently unfamiliar 
with that particular make of plane 
and said: “I don’t know anything 
about this one. Haven’t you got a 
Blank plane?” “Sorry, but we don’t 
carry that brand,” replied the sales- 
man jauntily, “but you'll find this 
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one just as good or better. We're 
selling a lot of these planes, and can 
guarantee that they are okay.” 
“Well,” said the customer, “I’m in a 
hurry and this looks as though it 
would do the job. What’s the 
price?” 


Salesman Must Know Price 


Right there the trouble started. 
The salesman didn’t know. He 
looked that plane over from stem to 
stern and failed to find anything that 
even resembled a price mark. Then 
he hunted several minutes for the box 
that had originally held the plane, 
but without success. Finally, he 
called to another salesman at the rear 
of the store: “Say, Bill, what’s the 
price of this plane?” ‘What plane?” 
was the comeback. “This adjustable 
iron block that was in the front tool 
section.” “Wait a minute, and I'll 





see,” said Bill, who immediately 
started a price hunt of his own. 

By this time the customer was 
plainly discouraged. “Never mind,” 
he said. “I’m in a hurry, and besides 
it isn’t just the plane I want.” With 
that he hustled out of the store. Both 
salesmen stopped their search. “Bet- 
ter leave it on the ledge,” Bill sug- 
gested. “We can look the price up 
tonight.” 

Two days later when I happened 
into the store again the plane was 
collecting dust on the ledge, and the 
price was still a mystery. 

Selling is fundamentally based on 
knowledge, which must be coupled 
with ability to convey that knowledge 
to others. However, knowledge of 
the merchandise and its uses is not 
enough. Sooner or later the cus- 
tomer must know the price, and the 
salesman should have this informa- 
tion at the tip of his tongue. Natu- 
rally he is not expected to blurt out 
the price at the first opportunity. 
First he should establish in the cus- 
tomer’s mind the value of the article. 
However, when price is finally de- 
manded, he should be able to quote 
it quickly and accurately. If he fails 
in this respect he may ruin the sale 
and nullify all his initial selling ef- 
forts. 
The average customer is inclined 
to be reasonable, but his idea of 
value comes from his familiarity with 
former prices, or prices on similar 
articles. Naturally he sees in the 
article only the value which his own 
knowledge gives him, but he is will- 
ing to accept new values if you can 
prove them to him. However, he is 
reasonably sure to demand reasons 
for prices which are higher than he 
anticipated, and he is entitled to those 
reasons. In the final analysis he is 
willing to pay for the value he rec- 
ognizes. 

What does it all mean? Just this: 
That the salesman should school him- 
self to know prices as well as com- 
modities. He should post himself 
daily on price changes. He should 
study market reports and the condi- 
tions which govern prices. It all 
sums up in a single sentence: “Know 
the price and the reason for that 
price.” 
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By SAUNDERS NORVELL 


HE ingenuity used by 
{os in trying to make 

easy money almost com- 
mands our admiration. Here 
are just a few of them, with 
which we recently have had con- 
tact. 


A letter arrives from a firm 
of “engineers” with a very im- 
posing letterhead. In this letter 
they state that one of their rep- 
resentatives has discovered a 
serious plot to cause disorganiza- 
tion in one of our factories. In 
reply to a letter from us, their 
representative calls. He tells a 
very interesting and dramatic 
story. Upon investigation, we 
find that there is no engineering 
concern at the address mentioned 
on the letterhead. Mail sent to 
that address is handled by an in- 
dividual, business unknown. An 
investigation of the representa- 
tive who called, indicates that he 
has a number of “aliases,”’ has 
a prison record, and the whole 
scheme is just a racket to “shake- 
down” a corporation. If they 
are employed to investigate the 
“conspiracy” it is their plan to 
put a man in the works and in 
a short time you will certainly 
have a conspiracy and disorgani- 
zation in your works. 


The “editor” of some un- 
known magazine calls you up on 
the telephone. He wishes to 
read an editorial to you praising 
your goods. “Do you approve 
of the editorial?” If you do, in 
a day or two you will be called 
upon by a representative of this 
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paper, to buy 500 copies for dis- 
tribution to your trade. Upon 
investigation you find this paper 
has no circulation. It is just an- 
other “racket.” 


A detective agency writes that 
they have discovered one of your 
employees stealing your goods 
and selling them to a “fence.” 
When the head of this detective 
agency calls he wishes to put 
four or five men in the works at 
$10.00 per day and expenses. 
Usually it is just a “racket” to 
run up a large bill. However, 
in one case some time ago, a 
drug manufacturer just out of 
curiosity, employed one of these 
detective agencies. Strange to 
say, they did turn up a case of 
stealing. The case went to trial, 
and the thief was convicted. The 
stolen goods, quite a line of 
them, of course, were used as 
evidence. Later this drug house 
received a telephone call from 
a customer who said that a wo- 
man had called on him offering 
a line of their drugs at very low 
prices. The customer thought 
the goods must be stolen goods. 
The police were notified, and 
when the woman made her sec- 
ond call, she was arrested. Imag- 
ine the surprise of all concerned, 
when it turned out she was a 
stenographer working in the of- 
fice of the detective agency who 
had caught the thief for the drug 
manufacturer. The goods of- 
fered for sale at a cut price were 
the evidence used in the former 
case. 


Another interesting and amus- 
ing experience was where an em- 


“Rackets” 


ployee was caught carrying out 
goods. He explained he had an 
arrangement with a retail dealer 
to buy those goods at half price. 
He was instructed to put the 
goods back in his pocket and 
carry through the trade with the 
retailer. Then the retailer was 
arrested, but was immediately 
released on bond. A few days 
later this retailer’s lawyer called 
and asked for a settlement of one 
thousand dollars for false arrest. 
After consulting lawyers, the 
firm paid $500 in settlement. 
Here are the legal facts. The 
goods were stolen originally. 
They were carried away from the 
premises. However, the thief 
was caught and brought back 
with the goods on his person. He 
admitted the theft and the goods 
were returned. The goods then 
belonged to the original owners. 
Then these owners gave the 
goods back to the thief and by 
making him go through with his 
original intention appointed him 
their agent to sell these goods to 
the retail dealer. The retail 
dealer. bought them, but they 
were not stolen goods because 
the thief was acting as the au- 
thorized agent of his house and 
under their instructions. 

Various gentlemen with city 
titles telephone a friend of mine 
asking for contributions to this, 
that and the other thing. Being 
liberal, he contributes. The calls 
increase. Upon investigation he 
finds that he is on their “sucker” 
list. It develops that there is a 
regular “sucker” list of corpora- 
tions and individuals. Are you 
on this list? 
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Unele Sam Has Plan to Sell 
More Tools and Paint 


ALES of tools, paint, and 
building supplies may be 


stimulated by hardware 
stores, tool distributers, and 
building supply dealers through 
the use of a new publication, 
“Care and Repair of the House,” 
recently issued by the Bureau of 
Standards, Department of Com- 
merce. 

Posters, prepared in the Divi- 
sion of Building and Housing, 
and placed in Washington hard- 
ware and paint stores, together 
with tools and materials for per- 
forming the repair work, as de- 
scribed in the book, have at- 





By L. W. MOFFETT 


Washington Correspondent of Harpware AGE 


tracted much attention. Many 
customers have been brought in- 
to the stores and purchased ma- 
terials recommended and also 
have purchased copies of the 
book. 


Books on Consignment 


The books are placed in stores 
on consignment. The law does 
not permit private organizations 
to sell government publications 
at a profit. Each book is sold 
for 20 cents, the cost of printing 
it. The store carries the book 
through courtesy and as an ac- 
tive aid in placing tools in the 


i 


hands of customers. More than 
100 copies have been sold in 
each store where the exhibit has 
been placed and more requests 
are coming in after the windows 
have been cleared. One Wash- 
ington hardware store is continu- 
ing to sell the book and is eager 
to have the display back as soon 
as it can be released from the 
firm now using it. 

The book contains a list of 
hardware and tools that should 
be used in ordinary repairs 
around the house. More than 40 
kinds of tools are listed as de- 
sirable, including rip saw, jack 


; 


5 
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Window display of Barber & Ross, hardware dealers, Eleventh and G Streets, N. W., Washington, D. C., showing 
poster and arrangement of tools described in Bureau of Standards publication, “Care and Repair of the House”’ 
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plane, mitre box, vise, plaster- 
er’s trowel, steel crowbar, gaso- 
line blow torch, force pump, 
suction pump, and coal spring 
steel pipe-cleaning auger. 


Lists Proper Tools 


Wherever a specific piece of 
work is described the tools and 
materials essential for doing the 
work are listed. For instance, 
where the method of replacing a 
broken pane in a wooden sash 
is described, the tools required 
are given as “An old chisel or 
jacknife, a rule to measure size 
of glass needed, a small flat 
paint brush and (if one intends 
to cut his own glass) a glass cut- 
ter, and a yardstick or steel 
square.” The materials are: 
“Glass of the same thickness as 
the broken pane, glazier’s points, 
putty, raw linseed oil to soften 
the putty and to be used as a fill- 
er, and paint of the same color 
as the window frame with which 
to paint the putty when it hard- 
ens. Good putty suitable for 
ordinary houseliold use can be 
made by mixing the best grade 


of whiting and pure raw linseed 
oil. Explain your problem to 
the hardware or paint store man 
where glass is purchased, so that 
he may advise what quantity of 
each kind of material will be 
needed.” 

The work, as described in the 
book, covers repairs from base- 
ment to attic in a thorough, non- 
technical style. The chapter on 
foundation walls and basements 
includes: “Remedying a damp 
or wet cellar,” “Repairing 
cracks and repointing joints,” 
“How to make a dark cellar 
lighter,” “Putting a ceiling in 
the basement,” and “Installing 
partitions in the basement.” 


Doors and Windews 


The chapter on doors and win- 
dows describes ““What to do when 
a door binds or sticks,” “What 
to do when a door is too nar- 
row,” “How to remedy a striking 
latch bolt,” “Removing top 
panels in door and _ inserting 
glass,” “Fitting keys to door 
locks,” “Replacing a broken win- 
dow pane in wooden sash,” “Re- 





pairing broken or stretched win- 
dow weight cords” and “Care 
and repair of screens.” 

All parts of the house are cov- 
ered in the same thorough man- 
ner. The walls, the roof, the 
plumbing, heating and _ ventilat- 
ing, weatherproofing, insulating 
and electric lighting are all care- 
fully treated. 

The district offices of the Bu- 
reau of Foreign and Domestic 
Commerce are cooperating in 
distributing information about 
the new publication and a plan 
is being considered whereby such 
displays as are used in Wash- 
ington may be made available to 
the district offices and to hard- 
ware and paint stores through- 
out the country. 


Farther Information 


Full information about the 
plan which has proved so suc- 
cessful in Washington will be 
provided upon writing to the Di- 
vision of Building and Housing, 
Bureau of Standards, Washing- 


ton. 


Meeting of High Dollar Value 


CCORDING to E. B. Gallaher, editor of Clover 

A Business Service, business for the next few 

years will be done on a higher dollar value. 

He cites the fact that a dollar today has a buying 

power of approximately $1.39, as compared to what 

it would buy in 1929, and is constantly growing in 
value. 

The effect of this higher value dollar on the mer- 
chant is therefore apparent. He must be prepared 
to progressively give more goods and service for the 
dollar of the consumer. 

The matter of service lies mainly in the hands of 
the merchant himself, and the services rendered 
need not necessarily involve greater expense. They 
may consist largely in stocking what the customer 
wants; in avoiding outs; in guarding against over 
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stocks and unnecessary credit risks with their inci- 
dent expenses. They may consist of better displays: 
hetter assortnients; better surroundings. They may 
iake the form of better advice, greater knowledge 
of goods, or increased courtesy. 


The matter of giving more goods for the dollar, 
however, is not a one-man job. It requires the aid 
of wholesalers and manufacturers. To be sure the 
individual dealer can do his part through cutting his 
expenses, but that will hardly be enough. He must 
have prices which are more in line with those of 
his chain competitors; prices which immediately 
and fully reflect any market changes. The inde- 
pendent merchant is the mainstay of the manufac- 
turer and jobber. He must not be discriminated 
against. 
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scribed as the ability to create 

a desire in the mind of a pros- 
pect for goods which we wish to sell 
—and, yet, this is only a small part 
of being sales-minded! 

The first and most important step 
in selling any article is to find out 
what a customer thinks he wants— 
and this word “thinks” is used ad- 
visedly. 

The next thing to find out is how 
much does your customer know 
about the article he has inquired 
about. With these two bits of in- 
formation, we can now lay out our 
plan of attack intelligently—without 
this information, we are groping in 
the dark, and are more than likely to 
spoil the sale. 

The best way I can analyze the 
the matter is to describe a case which 
happened to me recently. 

I have a hunting and fishing pre- 
serve in Canada, where, to reach my 
property, it is necessary to navigate 
a river and part of a lake for a dis- 
tance of twelve miles. 

For some years, we used to paddle 
this twelve miles—then a lumber 
company began operations in the 
district, and, for the next few years, 
they were kind enough to offer their 
launch to carry us and our duffle 
from the railroad to our property. 
Recently, lumbering has been bad, 
and the company closed down oper- 
ations at this point. We found our- 
selves with a cultivated desire for 
the use of a launch, but no launch 
now available. 

With this picture in mind—and 
the knowledge that I certainly knew 
my conditions thoroughly — knew 
what I wanted for my special pur- 


sre ap te may be de- 
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Selling’s a Cineh 


If You Are Salesminded 


E. B. GALLAHER 
talking extempo- 
raneously at the 
recent Minnesota 
convention drove 
home this message 
on the simple yet 
important details 
of retail salesman- 
ship. It is unusual- 
ly good. READ IT. 


pose—I attended the recent motor 
boat show in New York. After look- 
ing things over, I found a type of 
dory which was roomy, light in 
weight, seaworthy, and about the 
right boat for my particular job. 

I then approached one of the al- 
leged salesmen, who happened to be 


Be human — 
extremely  sensi- 
tive to the other 
fellow’s feelings 
— be friendly 
and treat your 
customer as you 
would like to be 
treated. This is 
salesmind- 
edness—it is the 
“IT” in success- 
selling. 





the salesmanager of the boat works. 
He, right away, greeted me with 
“Looking for a boat?” I allowed I 
was. His next question was, “Where 
do you want to use it?” I said, “On 
a large lake, for carrying hunters 


and duffle.” I then said, “Could a 
spray hood be supplied?” Without 
any further information, he said, 
“This is not the boat you want— 
what you want is a boat five feet 
longer—it has a spray hood—a pow- 
erful motor—will carry twice the 
amount of baggage and twice the 
number of. passengers—price only 
$1,500, and dirt cheap.” 

“But,” I said, “I don’t want such 
a boat—I need a boat for a special 
purpose—the larger boat would be 
of no use to me at all.” 

Well, sir, this fellow started in to 
try to convince me that I was all 
wrong—didn’t knew what I was talk- 
ing about—never once tried to find 
out the two most important things 
of all: (1) What was the special 
purpose I wanted a boat for, and 
under what conditions it was to be 
used, and (2) how much did I know 
about boats in general. 


Net Sales-minded 


Had he been sales-minded, he 
would have gotten these two bits of 
information promptly—would have 
quickly learned that I must have a 
boat of very shallow draft, which 
was light enough to be carried by 
two men past some rapids—a boat 
that had to be drawn up on shore 
and turned over for protection when 
it would be abandoned for a month 
at a time—and, last, but not least, 
that I have owned and operated a 
great many boats, during my time, 
and probably knew twice as much 
about boats of all kinds as he did. 

Had this salesman found out these 
two simple things, he would have 
said very littlke—answered my ques- 
tions—allowed me to sell myself; 
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which, by the way, I was quite pre- 

pared to do, and he would have 

gotten his order then and there if he 
hadn’t literally driven me away by 

trying to sell me something which I 

dndn’t want and couldn’t use. 

Now, of course, you will say: 
“This is a special case”—it is! But 
there are so many cases bordering 
on it, that we can learn a lesson 
from it just the same. 

As a rule, people hate to be “sold” 
—they would rather “buy”—and the 
great skill of a sales-minded person 
lies in his ability to gently lead his 
customer, through suggestion, to the 
desired conclusion—allowing him 
at all times to think that he is “buy- 
ing” and is not being “sold.” 

Sales-mindedness is a very hard 
thing to describe—it is having “IT” 
in selling. If nature has endowed 
you with “IT,” you are a lucky per- 
son—very few are so endowed. With 
most everybody, it has to be ac- 
quired. 

And this “IT” in selling, which we 
term sales-mindedness, is not alone 
seen in our direct contacts with the 
customer—we find it all about the 
store. We see it in our advertising 
—in our choice of merchandise—in 
our manner of displaying our goods 
—in the arrangement, layout, and 
cleanliness of our store—in our il- 
lumination—in the character or kind 
of employees we hire. 

Sales-mindedness does not alone 
mean the ability to convince a single 
customer that he wants our goods— 
that your price and quality are right. 
It also means being able to reach 
out into your community and draw 
from it people who are willing to do 
business with you. 

If you have the “IT” in salesman- 
ship, you will soon find out what 
kind of goods, in your line, people 
are calling for—you will also dis- 
cover many profitable items which 
are not strictly in your line, but 
which people are willing to buy in 
a hardware store—candy, for in- 
stance. 


You will find that, sometimes, by 
introducing an item such as candy, 
you will attract a whole new group 
of customers who never dealt with 
you before, and when they come in 
to buy candy, you can sell them 
something else. 


Sales-mindedness tells us that 
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goods properly. priced sell better 
than those which are not priced—it 
also tells us that goods bearing a 
short, crisp, value-creating sign, plus 
the price, will sell twice as well as 
goods which are priced only. 


The “IT” in selling tells us that 
a smile, and the simple recognition 
of a customer when he enters the 
store, will hold him in good humor 
until we are through with the cus- 
tomer we have in hand. 


Yesterday, we heard our Canadian 
member tell us from the floor how 
successful and profitable he found it 


To be sales- 
minded, we must, 
ourselves, be 
quick to gage 
the intelligence of 
our customer — 
then we must in- 
stantly bring our- 
selves either up 
or down, so that 
we will be talking 
to our customer 
in his own terms 
— in language 
which he under- 
stands. 





to assign some one person to receive 
all phone calls, so that customers 
would get prompt and _ intelligent 
service by telephoning; and, also, 
that if they called a second time 
about the same transaction, the same 
person who knew all about what had 
taken place would handle the second 
inquiry—what is this but a direct 
case of “IT,” or sales-mindedness? 

Now, some of you may say that 
you haven’t been born a salesman, 
so what’s the use? Well, it’s just 
a question as to whether, if you fell 
into the lake, you would make up 
your mind to drown just because you 
hadn’t been taught to swim—seems 
to me any man with guts would put 
up the best battle he knew how to 
reach shore, whether he was an ex- 
pert swimmer or not. 

As a matter of fact, the art of sell- 
ing can be acquired the same as any 
other art—a person can learn to play 
the piano very well and still be far 
from being a great musician. 

The big thing is to get yourself 
into the proper frame of mind to 





try to become a salesman—if you 
are not already one. 

Remember always that you should 
feel highly complimented when a 
persons enters your store, for they 
enter because they have some sort of 
confidence in you—if they had no 
confidence, they wouldn’t come in. 
Treat them as your friends. 


In a survey made recently, it was 
shown that the largest percentage of 
lost sales came from only two causes 
—lack of attention on the part of 
the sales person and lack of proper 
knowledge of the merchandise. Just 
think how really simple a matter it 
is, after all, to correct these two 
faults! Then remember that having 
corrected them, you have, at one 
stroke, removed the principal causes 
for losing sales. 

Another angle to this “Sales- 
minded” question, is that, after all, 
in selling, we are trying to influence 
or guide fellow-human-beings to our 
way of thinking—this brings us right 
up to the element of human psy- 
chology. 

We are all human psychologists— 
some of us are good at it; others 
fair; and still others are dubs. And, 
I may even go further and say that 
on the knowledge we have of human 
psychology, and the skill with which 
we apply our knowledge, depends 
largely our success in this world— 
if we do not understand people, we 
just do not get along. 


Levels of Intelligence 


Professor Goddard, of Princeten 
University, has reprinted three short 
lectures under the caption “Levels 
of Intelligence”—this book is cer- 
tainly worth getting and reading— 
not once, but many times. He tells 
us that 72 per cent of our adult pop- 
ulation—men and women who have 
reached the age of 21 years—have 
the average intelligence of a normal 
child of 14 years, or under. What 
does this mean to us? Why, it means 
that the bulk of our customers must 
be handled as we would handle chil- 
dren—and we know we cannot get 
anywhere trying to force children— 
we must guide them—we must cater 
to them—we must make them feel 
they are at home and wanted. 

After all is said and done, sales- 
mindness is the art of being human 


(Continued on page 52) 
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URING the past year par- 
1) ticularly, there has been 
a decided demand for 
merchandise of all kinds at a low 
price. It does not apply to any 
particular line of goods, but to 
almost anything. 

Some merchants have met this 
demand on the part of their cus- 
tomers, and others have main- 
tained that it was better not to 
have the business than to furnish 
a lower quality than their stand- 
ard line offered. Both of these 
ways have not proved profitable. 

The merchant who supplied 
the cheaper merchandise did a 
smaller volume of business while 
turning over a larger stock. The 
merchant who stuck to his stand- 
ard line saw fewer articles sold 
and a resulting smaller volume 
of sales. 

But there is still another way 
of meeting this present situation, 
and the merchants who have fol- 
lowed this plan have found that 
it works. 


Making It Easy to Buy 
Higher Quality 


By scientific arrangement you 
can make it easy for your cus- 
tomers to buy a higher quality 
without their feeling that they 
are being urged to increase their 
expenditure with you. 

Consider sporting goods for 
example. A customer comes in to 
buy an indoor ball. If the sales 
person brings out a $1.25 ball it 
may be more than the cutomer 
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Trading Up the Sale 


By JOHN H. GANZER 


One of a series of 
articles on ‘store ar- 
rangement under 
the title Planning a 

-Hardware Store for 
Profit. written ex- 
elusively for Hard- 

ware Age 


wishes to pay. If a 40 cent ball 
is shown, and sold, it may not 
prove satisfactory. But if all 
grades are displayed with the 
price in plain figures, and a few 
simple descriptive price cards 
displayed the customer will, in 
most instances, buy the better 
article. 

In open display table displays 
the higher quality article should 
always be placed so that the cus- 
tomer cannot see the lower 
priced item without reaching 


Showing a very practical case for the 
display of cutlery in the modern hard- 
ware store. The inset of the display 
panel shows how the better quality items 
should be grouped around the lower 
priced article to “trade up the sale” 





over the better grade, and the 
lower grade should have nothing 
but the price displayed, while 
the better article should have one 
or two points of advantage men- 
tioned along with the price. 

On panel displays the same 
articles of various quality and 
price should be side by side. 

Take the case of hammers say 
at 50 cents, 75 cents and a dol- 
lar. If they are displayed side 
by side many customers who in- 
tended to spend 50 cents will 
spend 75 cents and some of those 
who intended to spend 75 cents 
will buy the dollar article. It’s 
human nature to do so, and we 
tackle a big job when we go 
against the natural trends of 
human nature in merchandising 
hardware or any other line. 

Many clothing merchants 
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carry several price ranges in 
men’s suits, but the up-to-date 
merchant in this line has about 
four price ranges and always en- 
deavors to sell in a price range 
above the one the customeer had 
in mind on entering the store. 
By following this important 
principle of retailing you are in- 
creasing your volume of sales 
and at the same time you are 
selling your customers better 


on panels in a sliding glass top 
case you can in many instances 
double the value of the sale and 
all without increasing your sell- 
ing expense in the least. 

In applying this plan to cut- 


By having merchandise of the same 
kind at various prices together you 
give your customers an opportunity 
to buy the better article with a corre- 
sponding increase in sales and profits 


lery be sure that the merchandise 
is arranged by gradual steps. 
Do not attempt to sell a custom- 
er interested in a 75 cent knife 
the best one you have. Put the 
$1.00 and $1.25 knives next to 
the 75 cent ones and display 
them all with the blades partly 
open because it may be the par- 
ticular shape of the blade in the 
better knife that will make the 
customer want it. 


merchandise which means more 
satisfactory service to them. 


REGULATION 


As Applied to Cutlery 


In the cutlery department 
especially “trading up the sale” 
works wonders. 

By displaying pocket cutlery 






Apply this principle to dis- 
play throughout your store. Ar- 
range your merchandise scien- 
tifically and you will find in this 
method a means of gradually 
building up your sales volume 
with a corresponding building 
up in profits. 





A Tip from 


The chain store officials are evidently facing 
problems of their own., Some of them at least are 
beginning to wonder just how far their program of 
“low prices on standard goods and the pushing of 
unknown brands” will carry them. 

At the annual convention of the Western States 
Chain Grocers’ Association, H. H. Lestico, chain 
store merchandiser and publisher, said: “The use 
of private labels and the abuse of nationally adver- 
tised brands in grocery stores is causing the great- 
est stagnation of merchandise in the history of the 
food business. 
Why slow down 
the speed of mer- 
chandise already 
sold by making 
an extended effort 
to sell something 
the public does 
not want?” 

He went on to 
say that many 
chain officials 
would agree with 
him, but would 
insist that they 





the Chains 


cannot make any money on the national brands. ° 
“Who cut-priced the profit out of the nationally ad- 
vertised lines?” he queried. “The manufacturer 
didn’t do it. The individual merchant didn’t do it, 
for he did not possess the price. You used the ham- 
mer until it got hot. Each time the manufacturer 
yielded he awakened the next morning to find the 
reduction in two-inch headlines. His sales force 
faced the gnashing teeth of a snarling army of in- 
dependents. The worth of his label was being torn 
from its high point of prestige. His national ban- 
ier was being dragged in the maelstrom of turbu- 
lent price-cutting, and you weré tossing your profits 
out the window. You wouldn’t keep the margin 
when you had it. Now you say there is no profit 
in national brands. If there is no profit left you sold 
it out, and it is up to you to put it back where it 
belongs.” 

That’s pretty strong language, but it hits the nail 
squarely on the head. Also it applies to other lines 
as well as to groceries. If the chains have cut- 
priced the profit out of nationally known grocery 
lines, what will they do with similar hardware lines? 
A chain store man, talking to a chain store audi- 
ence, has told the manufacturer what he can ex- 
pect. The rest is up to him. 


33 











Chapter 92 of the 1915 Session Laws of 
Kansas, amended in 1917, makes it a criminal 
offense to draw a check or draft on a bank 
where no funds or credit exists. The Inw 
reads as follows: 


“It shall be unlawful for any person, cor- 
poration, or partnership, to draw, make, utter, 
issue or deliver to another any check or draft 
on any bank or depository for the payment of 
money or its equivalent, knowing at the time 
of making, drawing, uttering or delivery of 
any such check or draft as aforesaid that he 
has no funds on deposit in or credits with 
such bank or depository with which to pay 
such check or draft upon presentation. 


“Any person, corporation or partnership 
willfully violating any of the provisions of 
this act shall be deemed guilty of a misde- 
meaner if such check or draft is drawn for 
less than $20.00 and upon canviction shall be 
punished by a fine of not less than $25.00 and 
not more than $100.00 or imprisonment in 
the county jail for a period of not less than 
tor daye and not more than six months, or by 
béth such fine and imprisonment; if said 
check or draft shall be drawn for an amount 
of $20.00 or more, such person shall be deem- 
ed guilty of a felony, and upon conviction 
shall be punished by a fine of not less than 
$100.00 and not more than $5,000.00, or by 
imprisonment in the state penitentiary for a 


How Kansas Hardware Firm Combats 
the Returned Check Evil 


This form is used 
by A. A. Doerr 
Mercantile Co., 
Larned, Kansas, 
when checks are 
returned unpaid. 
The back of this 
form quotes the 
law in regard to 
the offense of 
drawing checks 
on banks where 
no funds exist. 


prisonment.” 





period of not less than one year nor more 
than five years, or by both fine and im- 








ETURNED checks result in 
much concern in any busi- 
ness and the hardware in- 

dustry is not immune from suf- 
fering losses as a result of being 
unable to collect one hundred 
per cent on checks. 

Due to the convenience of han- 
dling finances through a check- 
ing account it has become a gen- 
eral business practice to accept 
checks in lieu of cash, and in 
this connection the law of aver- 
ages does not make exception for 
full protection on this particular 
phase of business management. 

Ordinarily checks which have 
been drawn on the wrong bank 
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or have been retyrned due to 
some minor technicality are 
readily adjusted and the payee 
is able to secure payment with- 
out any great difficulty. But 
checks which are returned be- 
cause of insufficient funds, or 
due to lack of any funds what- 
ever, on deposit are the source 
of increased concern inasmuch 
as it is not always possible to se- 
cure payment on all these re- 
turned items. In some instances 
cash may have been advanced on 
a check and in these cases it is 
imperative that the payee secure 
payment or the loss sustained 
through transactions of this na- 


ture will materially reduce the 
operating profits. 

Many merchants hesitate to 
take legal action to force pay- 
ment on returned checks due to 
the fact that they are sometimes 
criticized by such action. To 
avoid writing letters, forms have 
been employed to minimize cleri- 
cal labor and in this connection 
a form which has proved very 
effective is herewith illustrated. 

This form is not detailed but 
is designed to relate the facts in 
each case and has served the pur- 
pose of securing the desired re- 
sults in the majority of cases. A 
novel feature of this form is the 
citations of the check law, ap- 
pearing on the reverse of the 
form. Reference to the statutes 
regarding criminal offenses 
through check frauds has con- 
siderable bearing on the offend- 
ing party which proves effective 
in the collection of these fraudu- 
lent checks. This procedure 
should prove beneficial to every 
merchant who desires to adopt 
the system as a business routine. 





Installment Selling 
ERVICE that the public has 


come to regard as due them 
with a purchase, and installment 
selling ate two very expensive 
features in retailing today, which 
must be watched with care. Ser- 
vice cannot be carried on indef- 
initely without cost to the buyer, 
and a definite understanding 
should be had in this regard at 
the time of purchase. 
Installment selling is with us, 
and whether we like it or not, we 
must accept the situation. I 
would like to see this system of 
selling curbed, for I feel that it 
is greatly overdone, and the re- 
sult is sure to cause much hard- 


ship, both to buyer and seller. 
—W. B. Allen, N.R.H.A., Pres., 


at Boston 
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Are You to Blame When Goods Are Returned? 


ous one in the hardware industry. It is add- 

ing an undue expense to the cost of doing 
business, which is naturally reflected in retail prices. 
With the present competitive situation, when all un- 
due expenses should be eliminated, this matter of 
returned goods demands searching investigation and 
radical treatment. 


l | \HE problem of returned goods is today a seri- 


Naturally this investigation and change should 
start with the retail merchant, and the first thing to 
determine is who is at fault in the majority of cases 
when the customer returns an article to the store. 
This is something which dealers must determine in- 
dividually, as well as collectively. 


One such investigation, in which a record was 
kept of all articles returned, proved somewhat of a 
surprise to the hardware firm which conducted it. 
This investigation established the fact that in fully 
60 per cent of the cases the store itself was at fault. 
The causes included errors, misrepresentation, fail- 
ure to give information as to use, care or operation 
of articles and unauthorized guarantees. 


In almost every case the customer in returning 
the goods said: “The salesman told me that if this 
was unsatisfactory to me in any way, I could return 
it.” In those cases the goods were not sold. They 
were merely turned out on approval, with all the 
expenses of a sale. The sales argument itself was 
a direct invitation to return the goods, whether or 
not any fault attached to the store or the merchan- 
dise; a direct invitation to turn the merchant’s clean, 
salable merchandise into second hand “junk.” 


True, the merchant must stand behind the goods 
he “sells” but in the majority of cases that is easy. 
The average article turned out by a reputable man- 
ufacturer is well made and without defects. There 
are a dozen faults in selling to one in the goods sold. 


In the first place, goods which are well sold are 
seldom returned, as so many articles are, unused. 
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The customer in most cases of such returns merely 
changes his mind because he has not been thor- 
oughly sold on the article. Returns of this kind, 
however, are few in comparison to those where flaws 
and faults are attributed to the merchandise. At 
least nine out of ten such cases are directly charge- 
able to abuse of the guarantee, either by the cus- 
tomer or the salesman. 


Every retail hardware man in this country should 
have a definite policy with regard to the guarantee 
of goods; his salesmen should be thoroughly in- 
formed as to that policy and required to adhere to 
it rigidly. Customers should be informed fully as 
to what the guarantee covers and what it does not 
cover. They should also be told how to properly 
use and care for articles on which guarantees are 
placed. 


Under no conditions should the merchant or his 
salesman sell the guarantee instead of the goods. 
In fact the guarantee should come up only after 
the sale is made, and then mainly in order to stress 
what it does and does not cover. 


The time to settle the problem of returned goods 
—so far as the retail store and the consumer are 
concerned—is when the sale is made. There is 
little to be gained by wrangling with the consumer 
when the goods are brought back. The leak should 
be plugged at the source, rather than at the mouth. 


If the facts revealed in the investigation referred 
to are general in the trade, the customer is the cul- 
prit in only 40 per cent of the cases involving Re- 
turned Goods. It would seem therefore that the 
evil could be cut 60 per cent merely by correcting 
faults within the store—and 60 per cent is some 
discount even in these hectic times. 


ir  doreeke: 
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Wao Makegs Ir? 


MonTrEAL, Que., Canapa.—Who 
makes aluminum bottle clothes sprin- 
klers?—Edward Roy. 

ANSWER—Aluminum Goods Mfg. 
Co., Manitowoc, Wis. 


%& * *% 


SUSQUEHANNA, Pa. — Provide 
names of several manufacturers of 
popular-priced letter scales.—E. K. 
Owens Hardware Co. 

ANSWER — Landers, Frary & 
Clark, New Britain, Conn.; Hanson 
Scale Co., 525 North Ada Street, 
Chicago, Ill.; and John Chatillon & 
Sons, 85 Cliff Street, New York, 
N. Y. 


* * * 


Decatur, ALA.—Who makes cast 
iron ornamental cemetery seats?— 
John D. Wyker & Sons. 

ANSWER—Stewart Iron Works 
Co., 614 Stewart Block, Cincinnati, 
Ohio; A. L. Swett Iron Works, 149 
Glenwood Avenue, Medina, N. Y.; 
and Treasure Chest, 25 Broadway, 
Asheville, N. C. 


* * *% 


Kincston, Pa.—Who makes the 
Schering formalin disinfecting lamp? 
—-Roat Hardware Co. 

ANSWER—Schering & Glatz, Inc., 
113 West Eighteenth Street, New 
York, N. Y. 


* * * 


SEBRING, OH10—-Who makes re- 
volving display equipment on the 
principle and style of that produced 
by the Electric Window Salesman 
Co., Boston, Mass.?—-The Leonard 
Hardware Co. 

ANSWER—Schrenk Bros., Syra- 
cuse, N. Y.; Spanjer Bros., 267 
Mount Pleasant Avenue, Newark, N. 
J.; Worsham Co., Decatur, IIl.; and 
the G. B. Spiegel Co., Security Bank 
Bldg., Chicago, Ill. 


* * * 


PLtymoutH, Pa.—Who makes a 
grass cutter which uses discarded 
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safety razor blades as its cutting 
edge ?—Charles Shupp. 

ANSWER — Brooklyn Metal 
Stamping Corp., 718 Atlantic Ave- 
nue, Brooklyn, N. Y. 


a, a 


Hammonn, La.— Who 
makes the Lone Star plow?— 
Lewis Hardware Co. 

ANSWER—B. F. Avery & Sons, 
1721 South Seventh Street, Louis- 
ville, Ky. 

BALTIMORE, Mp.—Who makes the 
Pierce adjustable fret saw table?— 
E. Scott Payne Co. 

ANSWER—Pierce & Chesworth, 
Inc., Gardner, Mass. 


% * * 


York, Pa.—Provide name 
and address of manufacturer 
of Zimmerman shutter fast- 
eners.—Anderson Hardware Co. 

ANSWER—G. F. S. Zimmerman, 
Frederick, Md. 


* * * 


Wuite, S. D.—Who makes Aus- 


tin’s carpet cleaner?—Farmers Co. 


ANSWER—James Austin, Pitts- 
burgh, Pa. ; 
NraGaRA Fatuis, OnT., CANADA 


—Who makes a receptacle for scrap 
paper and paper towels, about 3 ft. 
tall and from 12 to 15 in. square, 
having a swinging cover?—H. W. 
Bickle Co. 

ANSWER — Solar - Sturges Mfg. 
Co., Twenty-fifth Avenue, Melrose 
Park, Ill., and Bobrick Mfg. Corp., 
215 Fourth Avenue, New York, N. Y. 


* * * 


Monroe, La.—Who makes a green 
feed cutter to be used with a small 
gasoline engine? Also provide 
names of makers of peanut hullers.— 
.E. R. Kiper Co. 

ANSWER—Green Feed Cutters: 
Blizzard Mfg. Co., Canton, Ohio; 


G 





VAW. 


Information regard- 
ing sources of supply 
as provided readers 
of Hardware Age by 
its Buyer’s Catalog 
Department is here 
presented as an 
aid to others in the 
trade who may be 
seeking the same ar- 
ticles. The inquiries 
reproduced have 
been selected be- 
eause of their gen- 
eral interest to hard- 
ware merchants and 
buyers. 


W. R. Harrison Co., Massillon, Ohio, 
and S. R. White’s Sons, Inc., Nor- 
folk, Va. Peanut Hullers: Thos. 
Houston Mfg. Co., Columbus, Ohio, 
and Bauer Bros. Co., 540 Bauer 
Bldg., Springfield, Ohio. 

Aptincton, IowA— Who makes 
the Dexter bakelite knob, inside and 
outside door lock set?—H. H. Linde- 
man. 


ANSWER—National Brass Co., 
1601 Madison Avenue, Grand 
Rapids, Mich. 

* x * 


PHILADELPHIA, Pa. — Where can 
nichrome wire and steel pressed legs 
for use on electric hot plates be ob- 
tained ?—Elias Weiss. 

ANSWER—N ichrome Wire: 
Driver-Harris Co., Harrison, N. J. 
Steel Pressed Legs: New England 
Pressed Steel Co., Natick, Mass.; 
Peter Gray & Sons, Inc., Cambridge, 
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-Mass., and Larson Tool and Stamp- 
ing Co., 66 Oliver St., Attleboro, 
Mass. 


* * * 


CHARLOTTESVILLE, VaA.— Provide 
address of Moto-Mower Co., who 
manufacture gasoline powered lawn 
mowers.—Farmers’ Hardware & Im- 
plement Co. 

ANSWER—Moto-Mower Co., 3246 
East Woodbridge St., Detroit, Mich. 


* * * 


Lonpon, Ont., Canapa—Adivse 
the name of the maker of the hose 
cock same as shown on the inclosed 


label—D. H. Howden & Co., Ltd. 


ANSWER—Amnerican Brass Mfg. 
Co., 1525 East Forty-ninth Street, 
Chicago, IIl. 

* * * 

Letts, Iowa—Who makes a mold 
for molding sausage in one pound 
prints ?—Jordan Sausage Farms. 


ANSWER—S. G. Adams Metal- 
ware Co., 316 North Garrison Ave- 
nue, St. Louis, Mo. 


State Road Surfacing Progress 
Shown in Recently Compiled 
Table 


With the advent of the motoring sea- 
son, the following table, compiled from 
figures of the National Automobile 
Chamber of Commerce, is of special 
interest. The total mileage of State 
highways for each State in the coun- 
try is shown, with the percentage of 
this mileage which has been completed 
in the surfacing program. In the table 
below the States are arranged in the 
order of their progress in surfacing 
programs. 


Total 

Mileage Per Cent 

of State _ of Total 

State Highways Surfaced 
Maryland ........ 2,831 100 
Massachusetts .... 1,625 100 
Delaware. ........ 756 100 
1 5,003 98 
RN oss 11,066 97 
Minnesota ....... 6,955 96 
New Jersey ...... 1,821 96 
Connecticut ...... 2,123 95 
New Hampshire .. 2,463 93 
Michigan ........ y Pigs 92 
Ee aera eee 2,041 90 
North Carolina.... 8,309 88 
Wisconsin ....... 10,221 86 
Washington ...... 3,289 85 
Vermont ......... 4,217 82 
South Carolina.... 5,981 81 
Whe’ savin ce 4,381 80 
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Lake Priacip, N. Y.—Who makes 
enameled stove pipe?—Lake Placid 
Hardware Co., Inc. 

ANSWER—Jackes-Evans Mfg. Co., 
4400 North Union Boulevard, St. 
Louis, Mo. 

* * * 

LansrorD, Pa.—Advise the present 
address of the Wallace Bench Planer 
Co.—Brown Hardware Co. 

ANSWER—J. D. Wallace Mfg. 
Co., 134 South California Avenue, 
Chicago, Ill. 

* %* * 

Daytona Beacu, FLa.—Provide 
address of Carver File Works.— 
Daytona Beach Hardware Co. 

ANSWER—This company is now 
the Delta File Works, 4837 James 
Street, Philadelphia, Pa. 


* * * 


Detroit, Micu.—Who makes an 
immersion type water heater suitable 
for heating a large tub of water ?— 
Eric Fromm. 


ANSWER—Harold E. Trent & Co., 








Total 

Mileage Per Cent 

of State _ of Total 

State Highways Surfaced 
a eee 7,206 80 
New York...... » 13,959 ris 
Tennessee ...... . 6,751 74 
Pennsylvania ..... 13,310 73 
Louisiana :....... 9,113 ‘be 
Wingee® 4. .6o5..% 6,932 71 
PCRONOES © x6cciccc 8,467 70 
io 9,889 69 
Asizonia >... 5... 2,476 68 
West Virginia..... 4,055 65 
California ........ 6,576 64 
Le 7,827 62 
oo: 6,290 61 
South Dakota ..... 5,983 61 
fe ae 5,983 60 
Alabaiia’....:.... 5,539 59 
1 ae 4,245 58 
Rhode Island .... 952 56 
Jo 6,520 54 
UL Sane 3,448 53 
Mississippi ....... 10,038 51 
Nebraska ........ 8,371 50 
Kentucky ......... 11,500 47 
Oklahoma ........ 6,275 46 
Wyoming ........ 3,052 46 
GONrTagdo 6.5.65... 9,203 42 
La re 3,741 41 
eee 8,690 40 
North Dakota .... 7,396 37 
New Mexico ..... 9,343 at 
Montana .........- 8,148 19 

ji 314,136 66.3 


Twelfth and Hamilton Streets, Phila- 
delphia, Pa., and E. L. Wiegand Co., 
7506 Thomas Boulevard, Pittsburgh, 
Pa. 


*% * * 


NorroLtk, Va.—Provide address 
of Phoenix Brass Mfg. Co., manufac- 
turers of brass  ferrules——Lum’s 
Hardware & Plumbing Supply Co. 

ANSWER—Phoenix Brass Foun- 
dry, 360 Coit Street, Irvington, N. J. 


* * * 


Moncton, New Brunswick, GAN- 
ADA—Who makes iron flower pot 
stands ?—-Sumner Co., Ltd. 


ANSWER—Pressed Metal Prod- 
ucts Co., 6925 Colfax Road, Cleve- 
land, Ohio. 

* * * 

Yonkers, N. Y.—Who makes Bos- 
co form clamps, used in concrete con- 
struction work?—Joseph C. Ryan & 
Sons. 

ANSWER—Fisher & Hayes Rope 
& Steel Co., 844 West Erie Street, 
Chicago, II]. 


Increasing Trade Activity Seen 
by James A. Farrell 


James A. Farrell, president, United 
States Steel Corp., and chairman of 
the National Foreign Trade Council, in 
a recent radio address, stated that the 
worst of the business depression is over, 
and declared that the country is enter- 
ing upon a period of increasing trade 
activity. Mr. Farrell’s talk, which 
marked the opening of the National 
Foreign Trade convention in New 
York City, was a feature of the salute 
to export trade by the Westinghouse 
Electric & Manufacturing Co., East 
Pittsburgh, Pa. Mr. Farrell said in 
part: 

“If we could solve our own problems 
we should avoid controversies that can 
have no immediate and practical effects 
upon American trade. Our recovery is 
not wholly conditional upon the solu- 
tion of problems in other lands. We 
possess within ourselves the power to 
lead the world trade recovery. This 
power, to be effective, must be directed 
to the solution of our domestic situa- 
tion. If we would aid the world, our 
efforts must begin at home. 

“T am convinced that our worst ex- 
periences are behind us, and that we 
are gradually entering upon a period 
of increasing trade activity. We face 
the future with greater confidence than 
in 1914, when our first national foreign 
trade convention met.” 
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Step Out in Front with 


Hardware Age Artist-Display Man Has 
Designed These to Make Sales for You 





DEAS! These are needed to 
| make sales, whether in the 
large or small store. That 
is why HarpwarE AGE places 





Here’s How to 





Make the Back- 


ground Poster: 


Decide how many 
times you wish to 
enlarge the poster 
and divide that 
large space into the 
same nu o 
squares and “‘map”’ 
out the picture as 
it appears on the 
cut herewith. 


at your disposal, each week, these 
originally designed window 
trims. Take, for instance, that 
giant knife sign. It is made of 
compo board and the blade and 
handle screws are covered with 
silver paper, then lettered. 

The handle, of course, is three 
thicknesses of compo board, bev- 
eled at the sides and ends and 
painted brown to appear like the 
real thing. Make no mistake 
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about it, people will stop and 
look at that sign. 

Then the tool poster. The lit- 
tle attention getter at the top 
suggests something for the aver- 
age home owner to make, and the 
average man is the one to whom 
you must turn to sell tools. When 
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YOU WILL BE AZEMLY ENTHUSIASTIC 
About The QUALITY and PRICES Of Our 













































once started using tools he is a 
ready listener to a quality sales 
talk. There is something about 
the neatness of this display that 
will appeal to the builder of 
gadgets for the home. 

We suggest a white back- 
ground for this poster with bril- 


When You Make This Smashing Cutlery Sign 


Use the method described on the opposite page. 
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These Original Displays 


liant green lettering, because of 
its clean-cut appearance. The 
whole window should be set off 
in contrast by a dark green color 
where the shaded portion of the 
drawing appears. You can use 
other combinations, but we sug- 
gest this as a good one. 

Herewith is presented a sys- 
tem for accurately drawing these 
posters: As indicated in previous 
issues, simply draw the same 
number of lines on your large 
compo board, as many times 
larger as you wish the signs to 
be, and then map in the draw- 
ings as shown. It’s very easy 
and effective. You can do an 
excellent job this way. 
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Actual Window Trims That 


They speak for themselves. They are: Below, Merriam Hardware, Keokuk, Iowa. Bottom, Railey-Milam Hard- 
ware Co., Miami, Fla., Roy Jordan, window trimmer. 
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ther Hardware Stores Used ! 


Mr. Thomas of the Creston Hardware Co., Creston, Iowa, made the display below and the tool window at the bottom of 
the page comes from Tissier Hardware Co., Selma, Ala. 
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HARDWARE AGE 
LDVERTISING 
SERVICE 






FOR THE 
WEEK 



























Gifts for the 
Graduate 
IVE the graduate some- 
(; thing practical—a good 
watch or something 


else from our many, many 
suggestions. 








(Items and 
prices) 








STORE NAME 





“Pep-Up” Your Summer Business 
Advertising - These Ads Will 





Spend Your Leisure Time 
in a Comfortable Hammock 


Our stock of hammocks 
is most complete, and 
you will find a fine se- 
lection of colors to 
choose from. All excel- 
lently made and rein- 
forced to give long ser- 
vice. 






(Items and (Items and 
prices) prices) 


STORE NAME-.-AND ADDRESS 






























This store is ready to supply 
you with the right kind of 
Baseball supplies. 







(Items and 
prices) 






STORE NAME 


















42 


Spend This 


Summer in 
the Open 














acai As” _INo. R4 
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Get out the old bus, fill it with gas, and take the whole family 
out for a picnic. Drop in here and let us supply the neces- 
sary things to make it a success. 


No. R5 


Thermos Bottles to 
keep liquids hot or 


Picnic Cases, complete 
service for six. Just 


cold. Very well made. (Item) what you will need on 
Special at " an outing. 
(Price) (Price) 





STORE NAME AND ADDRESS 
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s| Promote It By Consistent 
i} “Pep-Up” Seasonable Business 








For Your Summer 
Photography 


(Use two or three 
items in this space) 


Keep a record of your summer activities 
with a good camera and you will look 
back upon many a happy hour if you have 
a record of it. 





No. R8& 


STORE NAME AND ADDRESS 


HARDWARE. AGE 
ADVERTISING 
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No. R10 


A good cutting 
hatchet is one of 
the greatest essen- 
tials. These are 
priced 


(Price) 





Vacation Days are here again. 
time in camp. Be sure you have the proper camp supplies 
this year. Come here and let us check up with you so that 
you won’t overlook something. 














A good lantern 
will come in handy 
on many an occa- 
sion. These are 
priced 


(Price) 





STORE NAME AND 


Once more for an enjoyable 





This hunting knife 
may be used to do 
so many different 
things. These are 
priced 


(Price) 


ADDRESS 





Gifts for 
the Bride 


HERE is surely some 
[weit you will make a 
gift to this year—and 
be sure the gift is practical. 


Drop in here and let us help 
you make your selection. 


(Items and 
Prices) 


STORE NAME 
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fe How to 
Z) az Order 


If you have local 
stereotyping facil- 
ities, request the 
complete sets of 
mats of all the 
advertising illus- 
J trations of these 
Ne. Ris two pages, enclos- 
ing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
239 West 39th Street 
New York City 













FOR THE 
WEEK 
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Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











News... Week 





News of 
Retailers 
Jobbers and 
Manufacturers 
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MACE, YALE & TOWNE 
N. Y. SALES MANAGER 


W. S. Mace, who for many 
years has been associated with 
the Lockwood Mfg. Co., South 
Norwalk, Conn., has now become 
associated with The Yale & 
Towne Mfg. Co., Stamford, 


W. S. MACE 


Conn., as manager in charge of 
sales in the metropolitan area of 
New York. In this capacity he 
will have charge of the New 
York contract department and the 
sale of all Yale products to the 
hardware trade in the metropoli- 
tan area. 

For several years prior to join- 
ing the Yale & Towne organiza- 
tion he was vice-president of the 
Lockwood company. Previous to 
his joining the Lockwood com- 
pany he was with McKinney 


Mfg. Co., Pittsburgh, Pa. 


DURYEA SEED CO. 
OPENS IN NEW YORK 


Marshall H. Duryea is presi- 
dent of the Duryea Seed Co., 
Inc., which recently opened a 
modernly equipped seed house at 
18 Desbrosses Street, New York 
City. The company specializes 
in grass, clover and bird seeds. 
Mr. Duryea has been in the seed 
business for the past forty-nine 
years, having been vice-president 
and treasurer of the old firm of 
Henry Nungesser & Co. until its 
merger into the Nungesser-Dick- 
inson Seed Co. Later he became 
president of the new company. 
His son, Harold M., was sales 
manager of the Nungesser-Dick- 
inson organization. He is now 
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vice-president and treasurer of 
the Duryea company. 

Fred Zerweck, secretary, had 
also been with the Nungesser and 
Nungesser-Dickinson _ organiza- 
tions, having been engaged in 
buying, selling and blending of 
seeds. 


HURLBURT IS MAYDOLE 
ASS’T SEC. AND TREAS. 


At a meeting of the board of 
directors of the David Maydole 
Tool Corp., Norwich, N. Y., held 
May 21, 1931, H. M. Hurlburt 
was elected assistant secretary 
and assistant treasurer of the 
organization. Mr. Hurlburt suc- 
ceeds M. G. Ferris, who resigned 
recently, 


F. BAACKES, JR., WITH 


| KEYSTONE STEEL & WIRE 


Frank Baackes, Jr., formerly in 
the Cincinnati, Ohio, sales office 
of the American Steel & Wire 
Co., is now representing the Key- 
stone Steel & Wire Co., Peoria, 
Ill., in the sale of its products to 
certain industrial and jobbing 
trades in the Chicago territory. 
Mr. Baackes has opened an office 
at 1 North La Salle Street, Chi- 
cago, Ill. 


T. W. PELHAM IS SEGAL 
SALES MGR. AND V..-P. 


Thomas W. Pelham became 
vice-president, general sales man- 
ager in charge of razor blade 
sales and a director of the Segal 





Lock & Hardware Co., Inc., New 
York City, on June 1. He was 
formerly vice-president and man- 
ager of sales for the Gillette 
Safety Razor Co., Boston, Mass. 
Mr. Pelham had been corinected 
with the Gillette organization for 
more than 25 years, and is well 
known in the razor blade indus- 
try. 


OLIVER, SALES MGR., 
HUEY & PHILP HDW. CO. 


G. A. Trumbull, president, 
Huey & Philp Hardware Co., 
Dallas, Tex., recently announced 
the appointment of E. S. Oliver 
as general sales manager and 
supervisor of purchases of that 
organization. He is well known 
in the hardware trade, especially 
in the Southwest. Mr. Oliver, 
who is secretary-treasurer, Texas 
Hardware Jobbers’ Association, 


has been with the Huey & Philp |- 


company more than 25 years. 

R. A. Slack is now buyer for 
the company. He has been with 
the company for many years. 


TINDOLPH REPRESENTS 
STANDARD CONVEYOR CO. 


The Tindolph Co., 2301 Fifth 
Avenue, Seattle, Wash., operated 
by E. F. Tindolph, has taken over 
the Seattle agency of the Stand- 
ard Conveyor Co., North Street. 
St. Paul, Minn. The latter com- 
pany makes gravity, spiral and 
power conveyors and pneumatic 
tube systems. 





National Hardware Convention in Chicago. 
at New Palmer House, Oct. 19-22 


George A. Fernley, secretary- 
treasurer, The National Hard- 
ware Association of the United 
States, has announced that the 
thirty-seventh annual convention 
will be held at the New Palmer 
House, Chicago, IIl., from Oct. 
19 to 22. The decision to hold 
the convention in Chicago was 
arrived at by the executive com- 
mittee of the national association 
and the official board of the 
American Hardware Manufac- 
turers’ Association. The conven- 
tions had been held for many 
years in Atlantic City, N. J. The 
committee and board made the 





decision to make the change, 
after the members had shown a 
preference for meeting in the 
Middle West. 

The entire fourth floor of the 
Palmer House has been set aside 
for the meetings and for assem- 
bly purposes and all activities of 
the conventions will be centered 
on this one floor. Advices al- 
ready received indicate that the 
attendance at the Chicago con- 
vention will be large, as a num- 
ber of Middle West members 
will be represented at the conven- 
tion by executives and buyers, in 
addition. 





MATTEOSSIAN, STANLEY 
FOREIGN AGENT, DIES 


Leon Matteossian, 46, special 
foreign representative, The Stan- 
ley Works, New Britain, Conn., 
died April 27 in Mexico City, 
following a short illness. 

Mr. Matteossian had traveled 


LEON MATTEOSSIAN 


extensively and was an unusual 
linguist, having had a knowledge 
of eleven languages. During the 
World War he was with the 
American Legation in Bulgaria 
and was able to render very val- 
uable service to our Government. 
He had been connected with the 
hardware trade for many years 
and was well known throughout 
the Latin-American countries, 
where he had many friends. 


SEIFERT IS MANAGER OF 
“PEXTO” N. Y. OFFICE 


The Peck, Stow & Wilcox Co., 
Southington, Conn., announces 
that W. O. Seifert has been ap- 
pointed manager of the New York 
City office located at 46 West 
Broadway, succeeding J. Isbister, 
who resigned. Mr. Seifert has 
been with “Pexto” for many 
years, first in the Cleveland fac- 
tory office and then as road rep- 
resentative, at one time or an- 
other in almost every territory. 
E. Hackbarth, from the com- 
pany’s general office at Southing- 
ton, is also in New York City 
now, specializing in the made-to- 
specification tool department. 
The New York office handles 
sales for the tools and hardware, 
export and machinery depart- 
ments. 
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LIGHTING CONFERENCE 

. AT WESTINGHOUSE 

LIGHTING INSTITUTE, 
JUNE 15-17 


A program of unusual interest 
to illuminating engineers and 
others has been provided for 
the Third Annual Illumination 
Conference to: be held at the 
Westinghouse Lighting Institute 
from June 15 to 17, inclusive. 
Among the prominent speakers 
are Harvey Wiley Corbett, Amer- 
ican architect; closely allied with 
the Chicago Worlds Fair, who 
will discuss the lighting phases 
of that exposition. 

The president of the Illumi- 
nating Engineering Society will 
be general chairman for one of 
the sessions as well as the presi- 
dent of the New York Electrical 
Society. The president of the 
Electrical Association of New 
York will be one of the luncheon 
speakers. Many utility represen- 
tatives, especially versed in par- 
ticular phases of the lighting 
art, have accepted program as- 
signments as are indicated in the 
complete program which is at- 
tached. 

No registration fees or other 
charges are made for attendance 
at this conference. All who can 
possibly do so are invited and 
urged to attend this important 
yearly conference, which is de- 
signed especially for experienced 
illuminating engineers, utility 
sales managers and others di- 
rectly interested in the develop- 
ments of the lighting art or in the 
extension of the lighting market. 


BACON, MANAGER, PUMP 
SALES DIV., FAIRBANKS, 
MORSE & CO., CHICAGO 


R. H. Bacon, who has been as- 
sociated with Fairbanks, Morse 
& Co., Chicago, IIl., for the past 
six years, has been made manager 
of the pump sales division of the 
company, with headquarters in 
Chicago. He has been manager 
of the advertising and publicity 
department since 1929. 





R. W. E. MOORE JOINS 
STAFF OF THE NEMA 


Beginning in June, the Na- 
tional Electric Manufacturers’ 
Association will resume _periodi- 
cal issue of an association pub- 
lication. Ralph W. E. Moore, 
who was formerly manager of 
association activities, Westing- 
house Electric & Mfg. Co., East 
Pittsburgh, Pa., long promi- 
nent in the work of the NEMA, 
will direct the publication. 

For many years, as a member 
of the committee of the Elec- 
trical Manufacturers Council 
and, since April, 1927, as chair- 
man of the casualty and fire 
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prevention committee of the 
NEMA, he has inspired and 
guided the development, corre- 
lation, and control of rules, 
standards, codes, specifications, 
and other regulations affecting 
the fire or casualty hazards of 
electrical apparatus and supplies. 

Mr. Moore entered the draft- 
ing department of the Westing- 
house company in 1906, and in 
1908 was transferred to the re- 
search department. In 1912 he 
became assistant to the manager 
of the research department, a 
position he occupied until 1917, 
when he was transferred to the 
general engineering department, 
where he became engaged in as- 
sociation activities. In 1925 he 
became manager of association 
activities of the Westinghouse 
company. 

HENOCH DISTRIBUTES 

ENTIRE PARKER LINE 


P. H. Henoch, associated with 
the cutlery division of the Parker 
Wire Goods Co., Worcester, 
Mass., for the past two years, has 
taken over distribution of the 
company’s entire line. The 
lines to be distributed by Mr. 
Henoch include cutlery, wire 
hardware, special wire forms and 
metal stampings. His headquar- 
ters are at 209 S. State Street, 
Chicago, Ill., the Parker head- 
quarters in that city. 





F. HERSH HARDWARE 
LIQUIDATES BUSINESS 


On May 16 the F. Hersh Hard- 
ware Co., Allentown, Pa., discon- 
tinued business as a wholesale 
and retail distributer of hard- 
ware, auto accessories, sporting 
goods, photographic supplies, etc. 
The firm had been in business 75 
years. During the past six 
weeks stocks were liquidated. 
Retirement from active business 
was prompted by an _ advan- 
tageous rental lease to F. & W. 
Grand Stores, it is reported, Of- 
ficers of the company are Wm. N. 
Eberhard, president and _ treas- 
urer, and Ray Semmel, secretary. 

The late Mason L. Light, at 
the time of his death in March, 
was vice-president. W. C. M. 
Lawrie, manager of the automo- 
tive department for twelve years, 
resigned April 1, and has not as 
yet announced future plans. 





BROOKLYN GROUP HEARS 
GAS APPLIANCE PLAN 


Hugh Cuthrell, general man- 
ager, Brooklyn Union Gas -Co., 
Brooklyn, N. Y., proposed a plan 
in reference to dealer coopera- 
tion with that company on the 
sale of gas appliances at the May 
14 meeting of the association. Mr. 
Cuthrell discussed the subject 





with his listeners at the meeting, 
which was held in the Johnson 
Building, Nevins Street, Brook- 
lyn. He outlined the gas com- 
pany’s plan of promotional adver- 
tising on the theme “Great 
American Servant.” Dealers en- 
tering the plan would display an 
emblem, showing that they car- 
ried appliances serviced by the 
Brooklyn Union company. All 
appliances, he said, would be of 
types approved by the American 
Gas Association. 

President R. L. Hammond pre- 
sided at the meeting and Secre- 
tary Robert Pearsall read his re- 
port of the previous meeting. It 
was announced that the next 
meeting would be held June 11, 
at which time a special motion 
picture of a real fishing trip 
would be exhibited. 





HUBBARD IS PRESIDENT, 
SAND’S LEVEL & TOOL 


John W. Hubbard was recently 
elected president of the Sand’s 
Level & Tool Co., Detroit, Mich. 
E. P. King, vice-president and 
general manager of the company, 
was formerly general sales man- 
ager of the Montpelier branch of 
the Hubbard Shovel Co. John C. 
Williams is now secretary-treas- 
urer of the company. 





WOOLLATT IS CONLON 
SPEC’L REPRESENTATIVE 


H. N. Woollatt, for the past 
fifteen years in the electrical ap- 
pliance industry, has joined Con- 
lon Corp., Chicago, IIl., as spe- 
cial representative. .He has 
planned and executed numerous 





H. N. WOOLLATT 


successful campaigns and has 
had many years’ experience in 
the building and training of 
specialty resale organizations. 
Mr. Woollatt has been in con- 
stant touch with central station 
activities throughout the country 
and for the past three years has 
been engaged in utility merchan- 
dising, specializing in  road- 
building appliances. 





HOLMES EASTWOOD NOW 
MANUFACTURERS’ AGENT 


Holmes Eastwood, former 
buyer, Hunt & Mottet Co., Ta- 
coma, Wash., recently opened 
sales offices in Seattle and Ta- 
coma to serve Eastern manufac- 
turers in the States of Washing- 
ton, Oregon, Idaho and Montana. 
He will call on hardware, elec- 
trical and automotive equipment 
dealers. His headquarters will 
be at 823 S. Pine Street, Ta- 
coma, Wash. 

WILSON & BASIL ARE 
MANUFACTURERS’ AGENTS 


K. Lester Wilson and John W 
Basil, formerly connected with 
wholesale distributers, have gone 
into the manufacturers’ agency 
business, with headquarters at 
116 Key Highway, Baltimore, 
Md. Mr. Wilson was for a num- 
ber of years connected with the 
J. R. M. Adams Co. in the capa- 
city of buyer, going from there to 
Chas. M. Ghrisky, Philadelphia, 
as sales manager. He has been 
connected with the hardware 
jobbing business in and around 
Baltimore for over 20 years. Mr. 
Basil, prior to June, 1930, was for 
over five years treasurer and 
credit manager of the J. R. M. 
Adams Co. 

The firm of Wilson & Basil is 
representing some of the larger 
manufacturers in Maryland, Del- 
aware, District of Columbia, Vir- 
ginia, West Virginia and North 
Carolina. They are calling on 
the wholesale trade. 





T. E. CONWAY, CECO MFG. 
ASS’T TO PRESIDENT 


Thomas E. Conway has been 
appointed assistant to the presi- 
dent of the CeCo Mfg. Co., Prov- 
idence, R. I., and will be in 
charge of production and engi- 
neering departments of the com- 
pany. Several years ago he was 
sent to Providence by a group of 
New England industrialists. 


FRAYSER, PHILADELPHIA 
PAINT CLUB GUESTS 


P. C. Frayser, president, Na- 
tional Paint, Oil and Varnish 
Association, was the guest of the 
May 14 meeting of the Philadel- 
phia Paint, Oil and Varnish 
Club. George V. Horgan, gen- 
eral‘ manager of the association; 
Nelson W. Graves and Willard 
E. Maston, eastern and central 
zone vice-presidents, respective- 
ly, were also guests. Delegates 
to the convention were announced 
at the meeting. 

President Felton appointed a 
nominating committee, and Henry 
G. Stewart, former treasurer, 
was elected to honorary life 
membership. 
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HENRY PFEIFFER DIES; 
WELL KNOWN IN TRADE 


Henry Pfeiffer, 80, for many 
years active in Fort Wayne, Ind., 
as a hardware dealer, died in 
that city, May 21, following a 
stroke. He was born in Blass- 
bach, Germany, and entered the 





HENRY PFEIFFER 


hardware business as an appren- 
tice at Dillenberg, Germany, 
coming to this country at the 
age of 17. Shortly after arriv- 
ing in Fort Wayne he entered the 
employ of Morgan & Beach, hard- 
ware dealers. In 1880 he and 
C. C. Schlatter entered business 
as Pfeiffer & Schlatter. In 1900 
Mr. Schlatter reorganized the 
business as C. C. Schlatter & Co. 
Mr. Pfeiffer bought the hardware 
firm of J. C. Peters & Co. in 
1901 and operated it until 1924, 
as H. Pfeiffer & Sons Co. 

His second wife, two sons and 
two daughters survive. 





WESTERN IRON STORES 
OFFICERS CHANGED 


The passing of R. M. Friend, 
treasurer of The Western Iron 
Stores Co., Milwaukee, Wis., 
made necessary the rearrange- 
ment of the officers of the com- 
pany. C. E. Curtis is president 
and treasurer, W. W. Ethier is 
vice-president and general man- 
ager, and W. C. Mueller, Jr., is 
secretary. C. W. Krueger is 
sales manager of the company. 





R. M. ROOSEVELT HEADS 
NEW YORK PAINT CLUB 


Ralph M. Roosevelt, vice-presi- 
dent, Eagle-Picher Lead Co., 
New York City, was elected 
president of the New York 
Paint, Oil and Varnish Club at 
the May 14 meeting, held at the 
Downtown Athletic Club, New 
York City. Harold Rowe, Na- 
tional Lead Co., retiring presi- 
dent of the club, was chosen 
vice-president. R. W. Hafner, 
Toch Bros., Inc., was reelected 
secretary, and H. E. Hendrick- 
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son, S. Winterbourne & Co., was 
reelected treasurer. Two hun- 
dred members attended the meet- 
ing. 
Rolland H. French, Chemical 
Solvents, Inc., was chosen chair- 
man of the executive committee, 
succeeding Mr. Roosevelt. A 
discussion of credit and collec- 
tions problems, scheduled for the 
meeting, was postponed until 
September. 


J. W. DE HAAS PASSES 


J. W. de Haas, 46, export man- 
ager of F. A. D. Andrea, Inc., 
Long Island City, N. Y., died re- 
cently at his home from a heart 
attack. He had been export 
manager for the company for sev- 
eral years and his previous twenty 
years’ experience in this field had 
taken him to every part of the 
globe. 





HOUGH IS PRESIDENT 
OF CHICAGO PAINT CLUB 


William J. Hough, William J. 
Hough Co., was elected head of 
the Chicago Paint, Oil and Var- 
nish Club, for the year 1931-32, 
at the May 7 meeting. Other 
officers are: Vice-president, J. L. 
Reque, Hirst & Begley Linseed 
Works; treasurer, J. H. Lawson, 
Federal Varnish Co., and secre- 
tary, C. R. Heagstedt, Tousey 
Varnish Co. The following were 
elected members of the execu- 
tive commitfee: Andrew Hussar, 
Jewel Paint & Varnish Co.; 
Lester D. Williams, Benjamin 
Moore & Co., and R. N. Solin- 
sky, Continental Can Co. Dele- 
gates and alternates to the 1931 
national convention were also 
elected. 





Dist. of Columbia Chain Store Tax to Be 
Proposed by Representative Celler 


Representative Emanuel Celler 
of New York has announced that 
he intends to introduce at the 
opening of Congress a bill seek- 
ing a graduated or progressive 
chain store tax in the District of 
Columbia. He expressed the 
view that unless a_ legislative 
check is placed on chain stores 
independent merchants would be 
put out of business. More than 
one-half of retail distribution will 
fall into the hands of the chains 
within 10 years, he said, unless 
effective restraining influence is 
provided. 

“Such a tax in Indiana has 
just been held constitutional by 
the United States Supreme 
Court, when it said that in- 
creased taxes according to the 
number of stores under single 
control is lawful,” Mr. Celler de- 
clared. “It is hoped that pas- 
sage by Congress of such a 
statute will blaze the trail for 
action by most of the States. 

“Chains undoubtedly satisfy 
an economic necessity, buf they 
must not grow at the expense of 
the fearless, independent, worth- 
while citizen struggling to op- 
erate his retail store and striving 
to maintain his family and edu- 
cate his children. Such citizens 
cannot be sacrificed upon the 
altar of the greed of chains with- 
out distinct moral and spiritual 
loss to the nation, regardless of 
all the great economic good the 
chains may bring.” 

Mr. Celler suggested a tax of 
$10 for each chain store; $20 for 
each of two; $30 for each of 
three; $40 for each of four, etc., 











(From Our Washington Bureau) 


“to the end that the tremendous 
growth of the chains be 
scotched.” 

According to Mr. Celler there 
are at present some 7839 chain‘ 
store companies operating over 
198,000 stores doing a business 
in excess of $15,000,000,000 a 
year. He declared that the chains 
have increased during the past 
16 years about 400 per cent in 
number of parent companies; 890 
per cent in number of store units. 
and 1500 per cent in volume of 
business. 

George V. Sheridan, director 
of the taxation information com- 
mittee of the National Retail 
Dry Goods Association, thinks 
the Supreme Court decision in 
the Indiana chain store tax case 
“unquestionably will pave the 
way for serious consideration of 
this form of taxation in many 
States.” His views were pre- 
sented through E. Sweitzer, at 
the annual meeting here last week 
of the association. Mr. Sweitzer 
is managing director of the or- 
ganization. Mr. Sheridan said 
the decision placed retailers in 
a position of “special jeopardy.” 

“On the surface,” he stated, 
“the decision in the Indiana 
chain store case merely means 
trouble for the chain stores. 
Actually, it is the entering wedge 
for retail taxes of all kinds and 
particularly for discriminatory 
taxation against large volume re- 
tail stores.” 

The view was expressed at the 
convention that the decision 
would be an opening for at- 
tempts to esablish retail sales 





taxes. 


MeNEELY, SALES & ADV. 
MGR., SIGNAL ELECTRIC 


Signal Electric Mfg. Co., Me- 
nominee, Mich., announces that 
R. C. McNeely has been engaged 
as sales and advertising manager, 
succeeding W. E. Hopper. Mr. 
Hopper resigned to enter the 
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manufacturers’ agency business 
in Atlanta, Ga., where he will 
represent several _ nationally 
known lines, as well as signal 
line in the Southeast. 

Mr. McNeely for the past six 
years has been assistant adver- 
tising manager of Lloyd Mfg. 
Co., Menominee, Mich. Prior to 
that connection, he was sales rep- 
resentatives for the American 
Multigraph Sales Co., Milwau- 
kee, Wis. 


M. H. ROMIG IS LEONARD 
ASSISTNT ADV. MGR. 


A. M. Taylor, director of ad- 
vertising and sales promotion, 
Leonard Refrigerator Co., De- 
troit, Mich., announces the ap- 
pointment of Max H. Romig 
assistant advertising manager. 
Mr. Romig will work in Detroit 
under Mr. Jaeger and as as- 
sistant to Mr. Taylor. His first 
work was with Gordon Van Tine 
Co., Davenport, Iowa, building 
materials. Later he joined 
Barnard & Seas, Moline, IIL, 
machinery manufacturer, with 
which company he was adver- 
tising manager from 1919 to 
1925. From 1926 to 1929 he was 
advertising manager of the Velie 
Motors Corp., Moline, Ill. Prior 
to going with the Leonard or- 
ganization he was with the Free 
Sewing Machine Co., Rockford, 
Ill., as advertising manager. 
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VAN HORNE TUBE CO. 
ADVANCES PERSONNEL 


At a recent meeting of the 
stockholders of Van Horne Tube 
Co., Franklin, Ohio, officers were 
advanced as follows: David M. 
Kasson, chairman of. board; J. 
L. Leban, president and general 
manager; John S. Van Horne, 
vice-president; E. T. Flewelling, 
vice-president; A. H. Ganger, 
secretary-treasurer, and A. W. 
Lloyd, assistant treasurer. 

Due to the fire experienced in 
the plant recently, production has 
been suspended on radio tubes 
temporarily, to repair machinery. 





VAN ALTENA JOINS 
ALUMINUM INDUSTRIES 


F. J. Glennon, vice-president 
aand general sales manager, Alu- 
minum Industries, Inc., Cincin- 
nati, Ohio, has announced ap- 
pointment of O. E. Van Altena 
as Middle Western district man- 
ager, with headquarters at the 
‘Chicago branch, 1923 South Wa- 
bash Avenue. The appointment 
became effective June 1. 

Mr. Van Altena has spent the 
last seventeen years in the auto- 
motive field. During the war he 
served as an instructor in the 





gas engine school at Washington, 


D. C., devoted to research and 
development in the internal com- 
bustion motor field, under super- 
vision of the army department. 





DANIEL HOPE HEADS 
BALTIMORE HDW. CLUB 


Daniel Hope, Galloway-James 
Co., was elected president of the 
Hardware Club of Baltimore at 
the annual meeting, held at the 
Lord Baltimore Hotel, Baltimore, 
Md., May 15. Louis I. Wilcox, 
Louis N. Wilcox & Sons, is vice- 
president, and Joseph A. Ma- 
guire, Bethlehem Steel Co., was 
reelected as secretary and treas- 
urer. Retiring officers are Presi- 
dent John Wilson, John K. Wil- 
son Co., and Vice - President 
George N. Groff, Wm. H. Cole & 
Sons. President Hope appointed 
committees and thanked mem- 
bers for his election. 

A short address was made by 
Ernest Johannessen, president, 
Baltimore Retail Hardware Asso- 
ciation, who spoke of coopera- 
tion of wholesale distributers 
and retailers. The close of the 
meeting was followed by a vaude- 
ville show for the fifty-four mem- 
bers and guests in attendance. 





HEAVY HARDWARE ASSN. 
NOW AMERICAN STEEL 
WAREHOUSE ASSN. 


Delegates to the annual con- 
vention of the American Steel & 
Heavy Hardware Association 
voted to change their name to 
the American Steel Warehouse 
Association. W. H. Holliday, 
Indianapolis, Ind., was elected 
president. Other officers are G. 
P. Bible, Philadelphia, Pa., and 
C. C. Dodge, Worcester, Mass., 
vice-presidents, and B. R. Sack- 
ett, Philadelphia, Pa., secretary- 
treasurer. 


FRED BURRIS PASSES 


Fred Burris, head of Fred 


Burris & Sons, Ltd., Bristol, 
England, manufacturers and 
manufacturers’ _ representatives, 


died recently after an illness of 
some months. His father had 
been a horseshoe nail maker, 
which trade had been followed 
in the family for many genera- 
tions before. After following his 
father’s trade for a time he sailed 
to the United States, to return 
two years later at his father’s 
request. While working for his 
father he put in some time 
building up a business of his 





own and soon had a fair-sized 
plant producing hoseshoe nails. 





J. B. SPERRY PASSES 


J. B. Sperry, 62, president, 
J. B. Sperry Co., Port Huron, 
Mich., died May 17 in a Boston, 
Mass., sanatorium, where he had 
been under treatment since Feb- 
ruary. At the age of 20 he 
opened his own hardware store 
in Standish, Mich., moving three 
years later to Port Huron, where 
he purchased the stock of a 
bankrupt hardware store. Dur- 
ing the first few winters, he 
served a wholesale hardware 
company and traveled through- 
out his district selling to retail- 
ers. In 1908 his store became 
a department store and in 1917 
the company was made a cor- 
poration. 

He was an organizer and at 
one time president of both the 
Michigan Retail Hardware Asso- 
ciation and the Michigan Dry 
Goods Association. At the time 
of his death he was director of 
the Grand Rapids Merchants Mu- 
tual Fire Insurance Co. and of 
the First National Trust and 
Savings Bank, Port Huron. Mrs. 
Sperry, a son, Clare B. Sperry, 
manager of the store, and a 
brother survive. 





Wiss “Nu-Grip” Snips 
The Wiss “Nu-Grip” 


snips are regularly 
tested on 20-gage ma- 
terial and are made of 
crucible tool steel, per- 
fectly hardened, tem- 
pered and fitted with 
hardened bolt and nut. 
There are two models 
for straight work: the 
U-7 and U-8%% snips, the 
number indicating the 
length. Combination pat- 
tern UC-8 snips are for 
curved, irregular and 
straight work. They measure 





8 in. in length and may be 


used on such irregular jobs as templets, fixtures, and on 


pattern work, in addition to 


straight cutting operations. 


J. Wiss & Sons Co., Newark, N. J., is the maker. 








stronger than carbon wrenches. 
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Shapleigh Tappet 
Wrenches 

The Shapleigh Hard- 
ware Co., St. Louis, Mo., 
offers this new line of 
tappet wrenches, under 


models No. DEHNI, 
DEHN2, DEHN3 and 
DEHN4. They are of 


chrome vanadium steel 
finished in satin nickel 
with buffed heads, 
longer, thinner and 
Wrenches are drop-forged 


from chrome vanadium steel; 


heat treated and tempered 


entire length with extra length permitting the reaching of 


ordinarily inaccessible places. 
tappets, but milled with S.A.E. 


Wrenches are designed for 
and U.S.S. openings. 





Witt Ash and Garbage Cans 
Witt ash and garbage cans and 
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welded. All handles are riveted on. 


one piece, fitting snugly and 


pails, made by The Witt Cornice 


Cincinnati, Ohio, are con- 


structed of prime steel of special 
analysis. 
gated and corrugations are of the 
rolling type, deep, well rounded 


Body sheet is corru- 


closely pitched, giving unusual 
strength and ri- 
gidity. At the top 
and bottom, heavy 
steel bands are 
riveted, which act 
as shock absorb- 
ers, taking all of 
the wear. Bottom 
is of one piece, 
seamed to body, 
and seam is 
double locked and 
Covers are made in 
made to retain their shape. 


\ 
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Cans and pails after being finished in black are hot-dipped 
in pure, molten zinc. Zinc coating knits itself into the pores 


of the steel and will not crack, 


peel or chip, says the maker. 


Cans are made in five sizes, 1214 to 33 gal. capacities, while 


the pails are available in four 


sizes, 5 to 10 gal. capacities. 


A booklet entitled, “There are Cans and Witt Cans,” de- 
scribes the features and advantages of the line. 











GenenaL Marker News 


Hardware Demand 
Tapers Slightly 


New York, June 3.—With 
the peak of the seasonal spring 
demand in the background, hard- 
ware sales volume throughout 
the country has tapered off 
slightly during the past week, 
HarpwarkE AGE will say tomor- 
row in its weekly market sum- 
mary. Summer merchandise is 
becoming active, however, and 
this will partially offset the les- 
sened call for spring goods. Un- 
seasonably warm weather in 
some sections of the country has 
already created a healthy early 
demand for articles of the type 
needed to cope with summer 
temperatures. 

The current demand for 
sporting goods is exceptionally 
brisk and sales in this line, as a 
rule, show an increase over last 
season. Painting supplies are 
also quite active. Garden and 
lawn goods continue to move in 
healthy volume. The sustained 
call for housefurnishings is an- 
other bright spot. Builders’ hard- 
ware, tools and contractors sup- 
plies are moving in somewhat 
better volume. 

The price situation has shown 
no recent change. The tendency 
is definitely toward easier quota- 
tions, but this trend is not as 
marked as might be expected 
under the circumstances. 


Slight improvement is re- 
ported in the credit situation as 
some through turning a substan- 
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OF THE WEEK 


tial portion of their stocks have 
been enabled to meet past-due 
obligations. 


71 Per Cent Was Price Average 
for Week Ended May 23 


Prof. Irving Fisher of Yale Univer- 
sity announced that wholesale com- 
modity prices for the week ended May 
23, and based on Dun’s quotations av- 
eraged 71 per cent, says the New York 
Journal of Commerce. 

The April average was 74.4. The 
purchasing power of the dollar, on a 
1926 basis, was 140.8c. The April av- 
erage was 134.5c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
64.8. The April average was 66.8. 

The Italian index on the revised 1926 
basis for the week ended May 16 was 
53.4. The April average was 54. 


Car Loadings Show Gain for 
Week But Sharp Decline 
from Year Ago 


Loadings of revenue freight for the 
week ended on May 16 totaled 747,732 
cars, according to figures recently re- 
leased by the car service division of the 
American Railway Association. 

This was an increase of 283 cars 
above the preceding week this year, 
but a reduction of 181,027 cars under 
the corresponding week last year and 
a reduction of 298,862 cars below the 
same week two years ago. Loadings 
for the week compared with the same 
week last year follow: 

Miscellaneous freight, 302,071 cars, a 
decrease of 65,256 cars; grain and 
grain products totaled 36,491 cars, a 
decrease of 993 cars; in the Western 
district alone, grain and grain products 
loading amounted to 24,175 cars, a de- 
crease of 215 cars; forest products, 
53,874 cars, a decrease of 18,915 cars; 
ore, 11,875 cars, a decrease of 44,231; 


merchandise less than carload lot 
freight, 224,246 cars, a decrease of 
23,889 cars; coal, 111,388 cars, a de- 
crease of 23,196 cars; coke, 6549 cars, 
a decrease of 2716 cars; live stock, 
21,238 cars, a reduction of 1831 cars. 

In the Western districts alone live 
stock loading amounted to 17,083 cars, 
a decrease of 1105 cars. 

All districts reported reductions in 
the total loading of all commodities, 
compared not only with the same week 
in 1930, but also with the same week 
in 1929. 





Wholesale Price Index Declined 
to Record Low; Week Ended 
May 23 


The wholesale price index of the 
National Fertilizer Association for the 
week ended May 23 fell seven frac- 
tional points to a new record low of 
70.7. A month ago the index number 
was 72.5; a year ago it was 90, and 
in 1929 it was 96.2. (The index num- 
ber 100 represents the average for the 
three years 1926-1928.) 

Seven of the fourteen groups com- 
prising the index declined and the re- 
maining seven showed no change dur- 
ing the last week. 

Rather sharp losses were shown in 
the groups of grains, feeds and live 
stock, other foods and fats and oils. 
Other declining groups were textiles, 
metals, fertilizer materials and chem- 
icals and drugs. The groups which 
showed no change were agricultural 
implements, automobiles, fuel, building 
materials, miscellaneous commodities, 
mixed fertilizer and house furnishings. 

Advances were shown in the prices 
for seven commodities, while prices for 
thirty-nine commodities declined during 
the latest week. Among the important 
commodities that declined were cotton, 
wool, lard, butter, raw and granulated 
sugar, potatoes, hams, practically all 
grains and feedstuffs, cattle, hogs, 
sheep, copper, silver, hides and coffee. 
The commodities that advanced were 
eggs, dried apples, silk, lead, zinc, 
turpentine and rubber. 
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. Output Continues Slow, Decline 
in Steel and Iron Industry 


Neither the tempo of buying nor the 
trend of prices and production has 
been noticeably affected by the frank 
airing of views at the recent meeting 
of the American Iron and Steel In- 
stitute. Demand remains sluggish and 
in the aggregate continues to taper; 
prices in scattered instances have given 
further ground, but in the main are 
unresponsive, owing to the dearth of 
new business; output is still slowly 
declining. 

Sentimentally, however, the effect of 
bringing the industry’s difficulties out 
into the open has been salutary. Steel 
executives were jolted into a fuller 
realization of their present straits and 
the consequences of a further aggrava- 
tion of market instability. Their ap- 
prehensions have been heightened by 
the unchecked rise of costs as mill out- 
put grows more intermittent. 





Prices Are Reduced on Two 
Types of Eveready “B” Batteries 


The National Carbon Co., 30 E. 42nd 
St.. New York City, has announced 





pole turned 


are on side together. Schwarz Foun- 
dry Co., 2001 W. Fort at Vermont 
St., Detroit, Mich., is the maker. 
Bracket may be used upwards, side- 
wards or downwards. 





Gendron 
Velocipedes 


The Gendron Wheel Co., Toledo, Ohio, offers a high grade 


Adjusto Window 
Shade Bracket 
Adjusto Window Shade adjusters 
are designed to enable adjustment 
of shades even with each other, 
regardless of height. 
should be inserted in the full length 
slot. To adjust the shade, it should 
be pulled below desired level and 
forward as 
notches as necessary. Curtain pole 
should always be turned forward according to the arrow. 
To remove, pole should be turned forward until both notches 





sharp reductions in prices of two of 
its most popular types of Eveready 
Layerbilt “B” Batteries—numbers 770 
and 486. 

The number 770 previously retailing 
for $4.00 has been reduced to $2.95, 
while the number 486 Layerbilt bat- 
tery has been reduced from $4.25 to 
$3.25. A statement issued by the com- 
pany announcing this reduction ex- 
plains it as due to some extent to the 
downward trend in all commodity 
prices, including raw materials used 
in battery construction, but emphasizes 
the fact that successful research and 
improvement in production methods 
have been largely responsible. 

“While the selling price of Eveready 
batteries has steadily declined since 
1925,” the announcement states, “their 
quality has steadily risen, and the pur- 
chaser today receives more than twice 
as much battery service for his dollar 
as he did five years ago.” 





Cleveland April Hardware Sales 
Increased 27.5% Over March 


Hardware sales by jobbers in the 
fourth Federal Reserve District, that 
includes Cleveland and Pittsburgh, in- 





Curtain pole 


many 


mud guard over front wheel. 
new advancements in children’s vehicles is available. 


creased 27.5 per cent in April as com- 
pared with March. However, April 
sales were 13.5 per cent lower than the 
corresponding period last year. For the 
first four months of this year jobbers’ 
sales in the district were off 24.6 per 
cent as compared with the same period 
last year. 





Bank Debits Increased 11 Per 
Cent in Week Ended May 20 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended May 20 aggregated $11,300,- 
000,000, or 11 per cent above the total 
reported for the preceding week and 
21 per cent below the total for the cor- 
responding week of last year. 

Aggregate debits for the 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $10,601,000,000, as compared with 
$9,568,000,000 for the preceding week 
and $13,532,000,000 for the week end- 
ed May 21 of last year. 





A new catalog showing many 





Just-Rite Push Clip 







Just-Rite Mfg. Co., 2061 Southport Ave., 
Chicago, Ill., makes the Justrite Push Clip, 
for keeping lamp, radio and telephone wires 
off the floor. 
per card of eight. 


Suggested retail price is 10c. 
Colors are dark red, 


popular priced velocipede equipped with a bicycle type truss 
fork. It is made in four sizes with 12-in., 16-in., 20-in. and 
24-in. front wheel and is numbered 1360, 1361, 1362 and 
1363 respectively. Velocipedes are equipped with 1144 
cushion rubber tires, ball bearing tangent spoke wheels front 
and rear, three-piece cranks, ball bearing rubber pedals, ad- 
justable nickel plated handle bars with bell and rubber 
grips, padded double coil spring saddle with tool bag, and 
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green, old gold, light gray and ivory. As- 
sortments are offered at $4.50 
and $2.25, according to color 
and quantity. Push-Clips are 
applied by pushing into crack 
i i between trim and wall. Ad- 
justments may be made by simply bending clip. The maker 
states that no damage is done to woodwork. 
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CHICAG 


(Chicago office of HARDWARE AGE) 
Cuicaco, June 2. 


N general, agricultural conditions 
| are somewhat better; this better- 

ment comes from the needed rain- 
fall throughout most of the Middle 
West, and hardware activity has shown 
improvement in rural sections. How- 
ever, Kansas and Nebraska have been 
reporting freezing temperatures at 
many points. Anxiety over the winter 
wheat in that direction has thus been 
increased. This side of the Missouri 
River all signs of a repeated drouth 
have been obliterated by the abundant 
precipitation. Municipal reservoirs are 
back to safe levels, and the farmers no 
longer fear another water shortage. 
Trade in seasonal hardware staples is 
showing fair volume and the collection 
situation seems somewhat brighter. 


GRASS CUTTING TOOLS 


Grass, gardens and weeds have been 
growing fast since the gratifying rains. 
The demand for grass shears, grass 
hooks, weed pullers, etc., has been 
good. Garden tools still find ready 
sale. More householders than usual 
have been planting vegetable gardens. 
Hedge shears are also selling well. 
Retail stocks on such goods, particu- 
larly shears and grass hooks, appar- 
ently had run fairly low. Added mois- 
ture has done much to help the sale 
of such lines. Hardware jobbers are 
now in a position to offer low-priced 
lawn mowers, enabling retailers to 


ROSWELL 


ROSWELL, N. M., June 2. 


: ITH the best moisture condi- 
tions in twenty years through- 
out eastern New Mexico and 


the Panhandle of Texas, this section 
would be facing an era of prosperity 
if general conditions were normal. As 
it is, the good helps to offset the un- 
favorable and is helping materially in 
general business conditions. Cattlemen 
have excellent range assured for the 
summer. Sheep men are saving a big 
lamb crop and lambs are making a 
splendid start. The grain crops in the 
dry farming areas around Clovis, N. 
M., and in the wheat sections of the 
Panhandle of Texas have never looked 
better. 


LOW CROP COSTS 


In the irrigated district from Roswell 
south the moisture means that crops 
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Agricultural Prospects 
Collections Improved 


match or beat figures which had been 
making catalog-house competition on 
mowers so troublesome. 


LEVELS AND PLUMBS LOWER 


Makers of plumbs and levels have 
put a reduction of about 20 per cent 
into effect on aluminum levels and 
about 15 per cent on wood levels. 


SOLDER VERY CHEAP - 


The present record low prices on 
lead and tin have made the best grade 
of solder very cheap. Buyers who 
watch this line carefully declare there 
is little reason for any sustained de- 
mand nowadays for. the cheaper mix- 
tures of solder still occasionally en- 
countered on the market. 


SHOE FINDINGS 


For some months the demand for 
leather half soles and rubber half soles 
has been unusual. Rubber heels also 
share the movement. It is still lively 
as spring approaches summer. For 
home repair use the soles and heels 
are retailing at around 10 and 25 cents. 
For the same reason the demand for 
home repair outfits is somewhat 
stronger. 


SPRAYING EQUIPMENT 


Favorably located dealers are dis- 
playing and otherwise pushing spray- 
ers, both hand and compressed air. 
With so many gardens coming along, 
the average retail man is preparing to 
take care of this trade. Prices are 





will be produced at unusually low cost, 
and while frequent rains and abnor- 
mally cool weather have meant some re- 
planting, prospects are good for large 
yields throughout the Pecos Valley. 


ALFALFA BEING CUT 


The first cutting of alfalfa is under 
way in the valley and is giving the 
farmer the first money crop of the 
year. This will help materially even 
though the size of the first cutting may 
not be normal due to the cool weather. 


EMPLOYMENT GAINS 


Seasonal increase in the number of 
men employed on farms and ranches 
and the highway work developed by 
the emergency program of the Federal 
government have relieved the unem- 
ployment situation to a considerable ex- 





lower than usual on sprayers, and hard- 
ware jobbers are pricing them so as 
to meet the competition of the syndi- 
cate stores. 


POULTRY SUPPLIES 


Continued cool and usually moist 
weather has stimulated the sale of poul- 
try brooders. At the same time the good 
prices which commission men are pay- 
ing for spring broilers indicates they 
expect a shortage next fall of both 
poultry and eggs. This situation is 
reviving interest in the poultry indus- 
try, following the depression caused 
by the low 1931 prices of both eggs 
and poultry. 


PAINTING SUPPLIES 


Varnish and shellac are highly sea- 
sonal now and selling readily. Prices 
are lower than they have been for a 
good many years. Four-hour varnish 
has become exceedingly popular be- 
cause of its fast-drying properties. 
Paints continue active with brushes 
somewhat less so. 


SPORTING GOODS 


Demand for sporting goods of every 
seasonal sort continues heavy; this is 
especially true now of golf and tennis 
supplies: Conditions seem to have rel- 
atively little effect on the sale of rec- 
reation merchandise. Many dealers re- 
port extra activity in all kinds of fish- 
ing tackle. Evidently a lot of the un- 
employed are not moping; instead, 
they are out fishing or otherwise en- 
gaged in outdoor sports. Touring ac- 
cessories, including vacuum bottles, 
lunch kits, camp stoves, etc., are in 
healthy demand. 


Weather Is Favorable Factor. 
Relief Seen in Unemployment. 


tent in most communities of this sec- 
tion. There is still a surplus, however. 


BUILDING OPERATIONS 

Residence building has increased 
somewhat in Roswell, the building per- 
mits receiving their greatest impetus 
from a $90,000 contract just let at the 
New Mexico Military Institute for ad- 
ditional barracks. Erection of public 
buildings in Clovis, Lubbock and Ama- 
rillo is also helping in the employment 
and in the volume of building supplies 
business. 


OTHER INDICATIONS 
There is no change in commodity 
prices or in collections. Tourist pros- 
pects for the summer—a factor in 
business conditions in Roswell and 
Carlsbad—indicate a volume as great 
as last year. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, June 2. 


HILE business during the 
last week in May continued 
to show some improvement 


over the early part of the month, aggre- 
gate sales fell considerably behind the 
corresponding month of last year. 
May business in 1930, however, was 
greatly improved by unseasonably 
warm weather which brought out 
heavy movement of seasonable items, 
and resulted in a better sales record 
than was reported for any month of 
the year. This year May business was 
just about in line with the previous 
months when adjusted for seasonal 
variations. 


SEASONAL GOODS 


The Memorial Day holiday stimu- 
lated movement of some goods, and 
lawn mowers have finally begun to go 
out of jobbers’ stocks in small lots. 
Heretofore lawn mower sales had been 
negligible because of heavy carryover 
from last year by retailers. Garden 
and lawn tools are also in good de- 
mand, and screen doors and windows 
are improving. In this territory de- 
mand for bronze wire cloth, and also 
the aluminum grade placed on the 
market last year, have compared favor- 
ably with the cheaper lines.” There is 
still some movement of fertilizer large- 
ly in small packages for lawn use. 
Roller skates have not improved ma- 
terially, but total business in this line 
has not turned out as unsatisfactorily 
as had been expected. Skate prices 
have been weak. 


PAINTING SUPPLIES 


Sales of paints up until the middle 
of May compared favorably with last 
year, but there has been some falling 
off in the last two weeks. Business 
was confined to a large extent to in- 
side paints and varnishes, and a belief 
continues that outside paints will soon 
become active and offset the recent 
lull in orders. Weather conditions 
have recently been unfavorable to 
painting, but it is not likely that all 
work has been permanently deferred. 
Paint prices are well maintained, and 
there has been no change in white 
lead, turpentine and linseed oil. 


PRICE REVISIONS 


No important price change have been 
made during the week, except on 
mason levels. Both the Stanley and 
Sands lines have been reduced about 
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10 per cent. Nails are generally quoted 
at $2.10 by jobbers, with $2 asked for 
direct mill shipment. These prices 
seem to be fairly well maintained and 
are based on a mill selling quotation 
of $1.80. Bolts, nuts and rivets are 
fairly well held in this territory, al- 
though reports of sharp concessions in 
Cleveland have given the market a 
weak undertone. 


STEEL PRODUCTION 


Steel production in the Pittsburgh 
area dropped off rather sharply in the 
last two weeks of the month, and stands 
now at not much over 40 per cent of 
capacity. Finishing mill activity has 
also fallen, reflecting lesser demand 


May Sales Behind Year Ago 
Some Prices Are Lower 


from the automobile industry and 
more restricted buying by general 
manufacturing consumers. Recent pipe 
line orders have improved operations 
slightly in that department, and rein- 
forcing bars and structural steel are 
holding up to seasonal expectations. 
Gradual tapering off is reported in all 
the other consuming lines. 


COLLECTIONS 


Collections are no better and are 
becoming even worse in industrial and 
mining communities in western Penn- 
sylvania. Labor trouble has added to 
the embarrassment of the dealers in 
some of these localities, and jobbers 
are being forced to carry the load. 





CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, June 2. 
EFLECTING the general mar- 
R ket condition in this district, 
the hardware market is quiet 
and without a noteworthy feature. 
Business volume has been fairly well 
sustained during the past month, and 
final balance sheets indicate a slightly 
better rate of orders than in April. 


PRESENT DEMAND 


Despite this slow but regular im- 
provement that has been noted since 
about the middle of February, the de- 
mand is persistently unsatisfactory. 
Order volume has been fairly good, 
but proportionate profits have been 
lower because the quantity of mer- 
chandise on each order has not been 
as great as ordinarily. Accordingly, 
with overhead and handling costs re- 
maining the same, jobbers’ profits have 
diminished. 


PRICE TREND 


Of course, the softness and uncer- 
tainty prevailing in price structures 
has also contributed both to dimin- 
ished demand and reduced _ profits. 
Dealers are not entering the market 
for greater quantities of merchandise 
than are necessary, because of their 
reluctance to be caught with a stock 
of goods purchased at too high a 
figure. 

Jobbers, however, are keeping their 


Market Is Quiet 


Prices Easier 


stocks in good order to supply an al- 
most immediate demand. This natu- 
rally necessitates a well-stocked ware- 
house. With prices uncertain and 
changing occasionally, they are often 
forced to sell at cost, and in some in- 
stances to absorb losses on goods al- 
ready stocked, to make a sale after 
the manufacturer has increased dis- 
counts, or decreased prices. 


ACTIVE MERCHANDISE 


All items, except, of course, out of 
season merchandise, are moving with- 
out sensation. Staple goods appear to 
be holding at a fair level, and interest 
in seasonal items is taking care of the 
remainder of the demand. The move- 
ment of summer goods, however, is 
not as good as,a year ago, but gaged 
by the demand for other items, and it 
is in about the proper proportion to 
the total business volume. 


OTHER RETAIL LINES 


Retailers in other lines indicate a 
fair demand, although not as great as 
in 1929. In some instances, however, 
particularly general clothing and per- 
sonal supply houses, there are indi- 
cations of much better business. One 
department store, which about a year 
ago moved into more commodious 
quarters in one of the new buildings, 
has within the last week leased addi- 
tional floor space to handle more busi- 
ness. This has been heralded as fur- 
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ther indication of the return of better 
business conditions. 


INDUSTRIAL EMPLOYMENT 


Industrial employment has not shown 
any remarkable change from the April 


ATLANTA 


(Atlanta office of HARDWARE AGE) 
ATLANTA, June 2. 
USINESS with hardware job- 
B bers serving the Atlanta trade 
territory denotes improvement 
during the past two weeks and the 
aggregate sales volume during May 
will show an increase over the same 
month of last year. May of course, is 
considered to be a semi-dull month 
with hardware jobbers in this territory 
and this year business has been handi- 
capped throughout the month with very 
unfavorable weather conditions, but 
with increases apparent it is evident 
that conditions are still on the upward 
trend. 


PRICE INFORMATION 


Very few price revisions are being 
reported, although some are _ being 
made from time to time but are not 
considered important by wholesale 
houses. Revisions have been made re- 
cently on radio batteries, cotton col- 
lars and nails—the leading numbers 
are quoted as follows: 


Radio Batteries—No. 485 Case Lots 


Selling’s A 


—understanding the fears, ambitions 
and desires of our fellcw human 
beings—the ability, through our 
knowledge of human psychology, to 
inspire confidence—to place at ease 
everyone with whom we come in con- 
tact. All of us have not the same 
level of intelligence. Some are ex- 
tremely quick and _bright—others 
slow to understand and to grasp. 
To be sales-minded, we must, our- 
selves, be quick to gage the intelli- 
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level. The slack in manufacturing en- 
terprises has tended to affect the gain 
in construction employment. There is 
still a large number of persons unem- 
ployed, and the irritation for more gov- 
ernment effort to alleviate suffering 
by way of unemployment insurance and 





Business Shows Gains 
Several Price Changes 


@ $1.65—Less @ $1.82; No. 486 Case 
Lots @ $2.28—Less @ $2.51; No. 
772 Case Lots @ $1.40—Less @ $1.54; 
No. 770 Case Lots @ $2.07—Less @ 
$2.28. 

Cotton Collars—“Old Beck”—$4.75 
Doz.; “Junior”—$6.25 Doz.; “Lank- 
ford”—$9.00 Doz.; “Bonedri”—$12.00 
Doz. 

Nails are quoted @ $2.50 base. 

Heavy cattle barb wire @ $2.75 
roll. 

Heavy hog barb wire @ $3.00 roll. 


CURRENT DEMAND 


Seasonal items, such as fruit jars, 
jar tops, jar rubbers, refrigerators, ice 
cream freezers, ice picks, water coolers, 
oil stoves, ovens and grain cradles are 
reported as being the most active lines 
at this time and sales represent a fair 
volume. 


FUTURE ORDERS 


The future order list continues to 
indicate favorable bookings on fall and 
winter goods such as stoves, accessories, 





Cineh, by E. 


(Continued from page 31) 


gence of our customer—then we must 
instantly bring ourselves either up 
or down, so that we will be talking 
to our customer in his own terms— 
in language which he understands. 


To Customer’s Level 


And, in this process of bringing 
ourselves to the levels of intelligence 
of our customers, we must do so 
naturally and without effort—we all 
detest the air of superiority assumed 





the like continues to increase. Local 
governmental agencies are still work- 
ing hard on relief. programs and re- 
quests for bond issues and more ap- 
propriations to pay for these plans are 
constantly being pushed before the 
public. 


ammunition, agricultural goods, plow 
gearing, etc. 


COLLECTIONS 


Collections are reported as being 
rather slow and are hardly expected 
to show improvement before fall. 
Small retailers are meeting with diffi- 
culty in discounting bills and in some 
instances jobbers are forced to carry 


them. 
EMPLOYMENT 


Increased activity in outdoor work 
has tended to show some improvement 
in the employment situation, although 
work in industrial plants and manufac- 
turing plants has shown little improve- 
ment. Employment increases have 
been reported by some textile mills in 
this section, however the increases in 
some of the mills are being offset by 
decreases in others. 


AGRICULTURAL OUTLOOK 


With no rains and abundance of 
sunshine throughout this _ territory, 
considerable improvement is noted in 
crops and favorable progress in farm 
work, plowing, cultivating crops and 
replanting where necessary. A _ con- 
tinuance of the present warm weather 
will stimulate the growth of crops and 
improve the general outlook materially. 


B. Gallaher 


by many sales people. You may 
know more than your customer 
about some things, but he may know 
vastly more than you do about 
many other things—don’t attempt to 
high-hat—it won’t work. 

Be human—extremely sensitive to 
the other fellow’s feelings — be 
friendly, and treat your customer as 
you would like to be treated. This 
is sales-mindedness—it is the “IT” 
in successful selling. 
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TWIN CITIE 


(Minneapolis office of HARDWARE AGB) 
MINNEAPOLIs, June 2. 


HE month of May did not make 

so good a showing in the terri- 

tory tributary to the Twin Cities 
as had been expected earlier in the 
year. According to figures issued by 
one of the large banks, business in 
general in the Northwest, including 
industrial and mercantile companies 
operating in this region, the volume is 
reduced about 26 per cent from that 
of a year ago. This is not entirely due 
to a decrease in the number of units 
handled and sold, but is due in a 
large part to the general reduction in 
prices. It is estimated that the de- 
cline in dollar volume is about 22 per 
cent from that of a year ago. Gross 
earnings of railroads in this territory 
show a corresponding decrease, amount- 
ing to about 16 per cent of volume for 
the first three months of this year. 


AGRICULTURAL OUTLOOK 


Viewing the agricultural conditions 
in the Northwest from the angle of 
the amount of money loaned the farm- 
ers by the Federal Government, this 
is one of the best sections of the entire 
country. Live stock in this territory 
is in good condition, and recent gen- 
eral rains have placed the pastures 
in excellent condition. Seeding is prac- 
tically completed in all regions, and 
corn planting is well advanced, even in 
the most northern parts of the corn 
growing country. 


VACATION GOODS 


Summer camps are ready to open, 
or are already open for the season, 
and this has meant retail business in 
many lines. Girls and boys by the 
hundred have been or are being fitted 
out with clothing, sports items, fishing 
tackle and other equipment for the 
camps for the summer. In addition 
to this, hardware merchants who are 
selling tents and camping equipment 
are finding that the demand is im- 
proving. The bass season is open in 
the southern part of the region, and 
in another week it will be open over 
the entire region. Fishing tackle is 
much in demand. Golf and baseball 
goods are moving with fair volume. 
Golf is steadily growing in popularity, 
with many cities and towns offering 
public courses for the residents and 
visitors. 


GENERAL OUTLOOK 


The general summary for this region 
seems to be that, while the usual lines 
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of business are rather quiet, business 
men still believe that, with a far crop 
and with anything like a fair return 
for the crop, this section of the coun- 
try will probably show some advance 
in volume of business before the end 
of the year. As usual, sports goods 
show-the least effect of the quiet times. 


PRICES ARE STEADY 


Prices are holding steady, with but 
few changes under contemplation. 


May Trade 
Prices Largely Unchanged 


Disappointed 


Hexagon and straight line poultry net- 
ting is now quoted at 65 per cent from 
lists, a decline of one and a half points. 


CREDIT SITUATION 


Collections are holding up fairly 
well, and dealers and wholesalers alike 
are putting special efforts back of this 
work in order to get results. As in 
sales, the person who puts in the most 
intense efforts is the one who gets 
the money. 





BOSTON 


(Boston office of HARDWARE AGE) 
Boston, June 2. 


HE general hardware situation 

in most parts of New England 

is encouraging. Retail dealers 
in the closing days of May received a 
better break as far as weather is con- 
cerned, as is reflected in their reports 
on over-the-counter sales. There are, 
to be sure, retailers who are not doing 
particularly well, but most of these are 
dependent very largely on the so-called 
farmer trade for business. Collectively, 
retailers located in towns and cities are 
doing as well as might be expected, 
and it is from this trade that whole- 
sale houses are securing most of their 
business. Aggressive retailers report 
sales equaling or slightly better than 
those of 1930, which is a more credible 
showing than is being made in many 
other sections of the United States. 
The net return to these aggressive re- 
tailers, however, is less than it was a 
year ago, because of the depreciation 
in values. 


BUYING DIVERSIFIED 


So far this year retail buying has 
been diversified and very largely of a 
filling-in nature. Each morning finds 
every wholesale house well supplied 
with orders, but many of the bookings 
involve only one or two items. On the 
other hand, there are numerous orders 
involving many miscellaneous items. 


SOME ITEMS SLOW 


There are exceptions to all rules, 
however. Lawnmower and _ insecticide 
sales in May did not come up to ex- 
pectations. The showing was so dis- 
appointing that it brought 1931 sales 


Situation Still Encouraging 


Urban Trade Near Normal 


to date to below those for the corre- 
sponding period last year. Screens and 
screen doors are selling, but the move- 
ment out of stock has been hindered 
by the unseasonably cool weather. 
Grass seed has gone very well so far 
in 1931. In fact, many retailers re- 
port sales as above those of last year. 
On the other hand, sales of flower and 
vegetable seeds have been quite un- 
satisfactory. Evidently, municipalities 
and organizations that have tried to in- 
terest the public in gardening with a 
view to cutting down the cost of living 
have not been particularly successful. 


PRICE TENDENCY 


The general price tendency is still 
downward and is, perhaps, a little 
more pronounced than heretofore, but 
the’ recession is quite orderly and, as 
wholesale and retail stocks generally 
are comparatively small, there is no 
listress. 

Possibly the most noteworthy de- 
velopment the ‘past week was the put- 
ting into effect of the group size auto- 
mobile tube plan. The plan will, it is 
believed, be very beneficial to the re- 
tail trade in as much as it means the 
retailer will not have to carry as large 
a stock of tubes as heretofore and 
places him in a position where greater 
selling intensity is possible. 

The X grade of sheathing paper 
heretofore costing more than the A, 
AA and AAA grades, is now priced 
the same. All grades in less than 500 
pound lots are now $60 a ton, and in 
500 pound and larger lots, $55. Double 
thread roofing duck is now 28c. a lineal 
yard, which is quite a little cheaper 
than heretofore. 
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NEW YORK 


New York, June 2. 


HOLESALE hardware sales 
in the metropolitan district 
have been fairly well main- 


tained at the level which has prevailed 
in recent weeks. While the call for 
spring merchandise is gradually taper- 
ing off, an increased demand is re- 
ported for summer goods and hot 
weather articles. This has served to 
maintain a fairly satisfactory volume 
of sales, considering present conditions. 
Sales totals in wholesale hardware 
establishments in this district are not 
yet available for May, but it is believed 
that they will show that the average 
result will run from 10 to 15 per cent 
behind the corresponding month of 
1930. 


WHOLESALE STOCKS 


Wholesale as well as retail stocks, 
while complete, are at much lower 
levels than at similar periods of normal 
business years, according to opinions 
expressed in local wholesale circles. 
One wholesaler attributed this to an 
easier price tendency and the fact that 
it is difficult for wholesalers to esti- 
mate retail requirements. 


LAWN MOWERS 


Probably due to the fact that the 
weather this spring has been more con- 
ducive to grass growth than last year, 


lawn mowers have been in somewhat 
better demand. Competition among 
manufacturers is keen while prices 
are very attractive to consumers, and 
it is thought that this is also having 
its effect in stimulating the demand. 


ACTIVE MERCHANDISE 


Housefurnishings continue to enjoy a 
relatively better call than most other 
major hardware lines. Painting sup- 
plies are quiet active. Garden tools, 
building paper, poultry netting, pre- 
pared roofing, galvanized ware, oil 
stoves, beach furniture, step ladders, 
ice cream freezers, lawn fence, garden 
hose, sprinkling pots, electric fans, 
window screens and screen wire are 
other items appearing frequently on 
orders from dealers. Sporting goods 
are in excellent demand. Some deal- 
ers in this territory declare that their 
sporting goods department has shown 
increased sales as compared with last 
year. The fact that many people have 
more time for recreation is deemed 
responsible. 


FUTURE ORDERS 


In normal years, wholesalers would 
have an appreciable portion of their 
future orders from dealers already 
booked for some of the staple fall and 
winter lines. This season, however, 
while some business has been taken, 


Demand Shows Little Change 


Seasonal Goods 


Are Active 


the aggregate volume is considerably 
less than usual. 


PRICE INFORMATION 


Manufacturers have not announced 
any important price revisions during 
the past week. Wholesalers express 
the belief that with the possible ex- 
ception of a few scattered instances, 
most major revisions that were antici- 
pated in the past have now taken place, 
and that most price changes in the near 
future will likely be of minor impor- 
tance. The fact that it is a buyer’s 
market continues to be reflected in 
price shading on some lines. Gener- 
ally speaking, however, the price struc- 
ture has maintained a more stable 
status than might be expected under 
the circumstances. Advancing quota- 
tions or firmer trends in hardware 
products are rare occurrences at the 
present time. 


COLLECTIONS 


‘The slow average of collections is 
still causing both retailers and whole- 
salers some concern, but slight im- 
provement is indicated as a result of 
the fact that the consumer demand 
has enabled some firms to turn a por- 
tion of their stocks into cash. Despite 
adverse conditions, a number of new 
stores has recently opened up in the 
metropolitan area. 





Remington 1931 
Cutlery Display 


Eveready Raytheon 
Radio Tubes 


Seven new Eveready Raytheon tubes E Remington Arms 
have been recently introduced by the | Co, Inc., advertis- 
National Carbon Co., New York City, in- > ing department, 29 
cluding pentodes and three tubes for auto- Warren St., New 
mobile sets and DC current sets. All the York City, offers 
tubes are of four-pillar construction. ER- h ane eelien 
233 power pentode is for use in the out- 7 ~ese y 

. window cards _ to 

put stage of battery operated receivers 
especially designed for its use. The ER- dealers for wie 
235 variable Mu tube was described in individually or in 
the April 30 issue of Harpware AcE. the complete set. One 
No. ER-551 is a variable Mu tube intended for use as an ard features scissors 
amplifier in receivers especially designed for its use. When and shears, another 
properly utilized, it will effectively control large input signals household cutlery, 
with minimum modulation distortion and cross-talk, says the while the third one 
maker. The ER-236 screen grid amplifier tube is for use shows pocket and 
in automobile and 110 volt DC receivers especially designed sheath knives. Cards 
for its use. Power pentode ER-238 is intended to be used are attractively litho- 
in the output stage of automobile and 110 volt DC receivers of | graphed in full color 
with rich blue back- 


special design for its use. The ER-247 power pentode is 
ground and black panels. An additional feature is the fact 


for use in the output stage of AC receivers especially de- 
signed for its use. It has considerably greater power output that the cards are varnished, giving an unusual rich brilliance 
to the colors, assuring a long life to the card. They may 


and sensitivity than three electrode power tubes of the 245 
type. be cleaned with a damp cloth. 
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The Greatest Value Ever Offered— 
The Remington Standard American Dollar Pocket Knife 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
© 1931 R.A.Co. 
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Armstronc 
WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 


People no longer haggle over the value of 
coins, and tool buyers—those who buy intelli- 
gently and often, who make your most profit- 





able cust $s tion the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 


as the standard—in strength, design, material 


never q 


and workmanship. 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 
sctisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 


< 












Write for Catalog B-27, 
176 pages of Quality Tools 








How an Annual Shop Maintenance School 
Aids Shop Equipment Sales 


(Continued from page 25) 


their equipment to approximate- 
ly 350 shop men. On the last 
day of the 1930 session a ban- 
quet was held at one of the local 
hotels, followed by a_ theater 
party. After the regular theatri- 
cal performance, two reels of 
moving pictures furnished by one 
of the leading manufacturers of 
steel and wire products were 
shown. 

At the school this year, all of 
the topics discussed related to 
welding, care and splicing of 
wire rope and various transmis- 
sion problems. While the at- 
tendance at the 1931 school was 
somewhat smaller than at the 
preceding year’s sessions, a great 
deal more interest was shown by 
those in attendance. In order to 
curtail expenses, in keeping with 
the times, the firm dispensed 
with the banquet and _ theater 
party this year. 


Advertising The School 


In advertising the annual Shop 
Maintenance School, invitations 
are sent to the executives of a 
selected number of shops within 
the store’s trading area. These 
include paper mills, machine 
shops, garages, plumbers, steam 
fitters and other miscellaneous 
factories. The invitations stress 
the fact that the school is strict- 
ly educational in intent, and that 
no effort will be made to sell 
equipment. The shops 
are invited to send their 
maintenance and shop men 
regardless of whether their 
shop equipment has been 
purchased from Schlafer’s 
or not. No extra induce- 
ments are offered to en- 





courage attendance and the firm 
makes it clear that only those 
who are willing to come for seri- 
ous work are desired. 


The Cost of The School 


The cost of the school aver- 
ages about $1.50 per attendant 
and the good will created, as 
well as the large number of pros- 
pects discovered and new busi- 
ness created, makes this invest- 
ment very profitable for the store. 
The sessions are held in the 
store’s own shop in the basement 
of a building adjoining the store. 
In this shop, the firm does gen- 
eral repair work, ignition work, 
battery work and in fact most 
every type of servicing excepting 
general overhauling. The type 
of repairs handled are those re- 
quiring the greatest amount of 
skill and knowledge and the use 
of the most modern equipment, 
and includes grinding pistons to 
size, generator work and similar 
tasks. 

In centering further attention 
on the school news items are se- 
cured in local papers and shop 
equipment is displayed in in- 
terior and window displays. As 
soon as the school adjourns, a 
letter is mailed to each shop man 
who has attended asking for 
frank suggestions and criticisms, 
as to how the yearly event can 
be made more interesting, in- 
structive and profitable. They 
are also requested to 
suggest the subjects they 
would like to have cov- 
ered the following year. 
In this manner, the firm 
is enabled to start at once 
in planning next year’s 
school. 
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It?s Your Batting Average That Counts 


(Continued from page 24) 


and adjusting than do carpen- 
ters’. tools.” 

“According to that,” Bob But- 
ler remarked, “the high turnover 
departments are the big payers.” 

“You’re on the right track, 
Bob, but you have heard only 
half the tale. High turnover is 
just as desirable as a high bat- 
ting average. Don’t forget the 
fielding average, too. Many a 
mediocre batter is still an asset 
to his team because his fielding 
average is high and vice versa.” 

“What do you mean, fielding 
average in the hardware game?” 


“That’s the mark up. It is 
quite evident that any depart- 
ment having a turnover and mark 
up both higher than the store’s 
average is a big asset to the store. 
Whereas one having a net mark 
up of 25 per cent and a one time 
turnover is positively draining 
on the other departments for its 
existence. No amount of wish- 
ing can make it otherwise. 


“Therefore to determine 
whether a department is a money 
maker or a loser its net mark-up and 
its turnover must both be compared 
with the store’s average. 

“All of which may sound far- 
fetched to you, Bob, but I am con- 
vinced the crying need of the hard- 
ware dealer is accurate knowledge of 
what parts of his store are making 
money and what are not. That’s de- 
partmentization. 

“The dealer who says he knows 
these things without records is a self- 
deceiver.” 

Bob Butler stroked his chin 
thoughtfully. “Admitting everything 
you've said, Old Vet, what is to be 
done when you locate the weak 
spots?” 

“All right. Let’s see what the 
baseball manager does. First, he puts 
his heaviest hitters in the best places 
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on the batting order. In other words, 
he pushes his strongest departments 
all he can—puts them in the most 
prominent location—gives them the 
most advertising—takes the most ex- 
treme care with them—gives those 
that can really earn a profit the very 
best chance to do so. 

“Then he doesn’t fire the weaker 
players right away. Oh, no! He 
sweats along with them mornings, 
tears their technique to pieces and 
makes every effort to correct it. 

“So in the hardware game the mer- 
chant must analyze his weak depart- 
ments carefully. The most likely 
fault he'll find is that his stock is 
not balanced up to public demand in 
types, styles, or prices, especially 
prices. 

“He may find certain lines or even 
whole departments slowly going out 
of style, often not easy to see in time 
to get from under. You remember 
the demise of kerosene lamps and sad 
irons. No dealer could change those 
trends. He must move, not with them, 
but ahead of them. 

“No one remedy cures sick depart- 
ments. Here is a list of medicines to 
be tried out: 


. Push it harder. 

Push it less. 

. Get more mark-up. 

. Get less mark-up. 

. Handle it differently. 

. As a last resort, discard it. 


An PWN 


“Every hardware merchant who 
puts his store on a departmental basis 
is astounded at the big profits made 
by the winning departments and the 
big losses caused by the poor ones. 
The deluded dealer who books all his 
sales in one lump will never, never 
know that. 


“T leave it to you, Bob, what would 
you think of a baseball manager who 
didn’t know and didn’t want to be 
bothered with keeping track of his 
players’ individual averages? Yes, I 
know what you’re thinking. 

“Well, the hardware retailer who 
refuses to departmentize is equally 
—er—balmy, to put it mildly.” 
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TO BUILD VOLUME 
ano INCREASE YOUR 
PRODUCTIVE SPACE 


Sie COUPON below brings 

a helpful informative book- 
let explaining merchandising 
economies you can easily ef- 
fect in your store. 


Adequate display builds vol- 
ume sales, saves the time of 
your clerks, conserves space 
and puts increased profit in 
your till. 





THE BERGER MANUFACTURING COMPANY 


Division of 
Republic Steel Corporation 
CANTON, OHIO 


Please send illustrated booklet ‘Steel Merchandis- 
ing Equipment for Hardware Stores.’ 






















12” 
Natural Finish 
Solid Mahogany 
$2.60 doz. 


New Low Prices! 


OU can now sell high 

grade levels at prices to 
meet all competition. Send for 
our illustrated price list 
showing new low prices on 
High Bridge levels—and also 
on 200 other items for your 
low priced table displays. 


EXACT LEVEL & TOOL MFG. CO. 
High Bridge, N. J. 
SOLE DISTRIBUTORS 


JORDAN HARDWARE CORP. 
14 W. 17th St., New York, N. Y. 











WHAT’S YOUR 
SYSTEM? 


There are three ways 
of conducting a busi- 
mess .. . by RULES 
. . by HUNCHES 
. and by FACTS. 
Rules change 
hunches go sour. . . 
but FACTS, bitter and 
sweet alike, march on 
in a never ending, im- 
pregnable’ procession. 
Best march with them. 
You move faster and 
with more certainty. 
For over three-quar- 
ters of a century 
HARDWARE AGE 
has presented, week 
by week, the Facts of 
the Hardware Trade. 











vogue among 

the vast army of 
amateur gardeners. 
These artistic 
touches are now to 
be seen everywhere 
in modest back 





Bird Baths—a Profitable Line 


| IRD baths are 
having a 


Within the past 
year or two small, 
cheap, but artistic 
bird baths have 
been made by cer- 
tain manufacturers 
to be sold at a very 
modest figure — as 
low as $4.75 retail. 








yards and front 
lawns. Yet the de- 
mand is just begin- 
ning and needs sales efforts. 

Years ago the classic bird 
bath was an ornament for fine 
estates. They were often sculp- 
tured by great artists, and were 
never within the reach of the 
man of modest means. He saw 
pictures of them in high class 
magazines, and longed for one, 
perhaps but never hoped to get 
one. 





A hardware mer- 
chant of the writer’s 
acquaintance recent- 
ly put one on show in the front of 
his store, and rather timidly 
pointed it out as a speculation, 
or fancy. Two days later he re- 
marked with a smile that he had 
sold seven! Now he is so in- 
terested in the possibilities that 
he has added small figures to be 
placed in the water—cupids with 
fish, or birds, or some such 
conceit. Bird baths will sell! 

ne C. Hf. 





New Catalogs and Dealers’ Helps 


Schavolite Golf Corp. 
Issues Colorful Poster 


An attractive poster in colors has been 


" issued by Schavolite Golf Corp., 22-19 


Forty-first Avenue, Long Island City, in 
which is illustrated deep faced models of 
golf clubs for the new ball. The poster 
shows retail prices of various members of 
the line in sets and as sold individually. 
Poster indicates the features of the line 
and tells how the clubs have been fash- 
ioned and tested. 





New Standard Products 
Shown in Catalog 


The products of the New Standard Corp., 
Mount Joy, Pa., are illustrated in an at- 
tractive catalog in colors. Items illustrated 
are ice cream freezers, kitchen machines, 
mixers, whippers, extractors and various 
replacement parts. Repair parts and prices 
are quoted in the booklet as well as chop- 
ping and seeding machines, 





Horton Mfg. Co. Circular 
and Dealer Sheets 


Horton Mfg. Co., Fort Wayne, Ind., has 
issued circular No. 591, in four colors. 
There are eight pages describing the three 


new Perfect 36 models and _ illustrating 
them in full color. Circulars are offered 
to dealers and wholesale distributers and 
are imprinted with the dealer’s name. 
Dealer data sheet, No. 592-R, also illus- 
trates the Perfect 36 in full color. It de- 
scribes dealer features, giving many val- 
uable points of information. 





Stanley Issues Manual of 
Body & Fender Repair Work 


As a useful guide in taking out many of 
the “bugs” in automobile body and fender 
repair work, The Stanley Rule & Level 
Plant, New Britain, Conn., offers a 48 
page manual. This manual is a most use- 
ful instruction book which describes in 
detail the correct set up for body and 
fender repair work and the actual opera- 
tions required for repairing all types of 
crumpled and dented parts of an automo- 
bile body. Manual is well illustrated to 
show typical operations and short cuts to 
produce first class work in the shortest 
time. Among the points covered are 
equipment needed, layout of repair de- 
partment, fender work, straightening of 
parts, shrinking panels, removing interior 
trim, soldering, welding, repairing wooden 
body frames, removing rattles and squeaks 
and glass removal. Copies of the manual 
may be secured from the Stanley Rule & 
evel Plant at 50c. each. os 
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Guth Catalog No. 3 
Shows 1931 Line 


Catalog No. 3 has been issued by The 
Edwin F. Guth Co., St. Louis, Mo., in 
which is shown illustrations of Guth fan 
circulators. Diagrams show the principle 
of the operation of these fans, indicating 
how the illuminating features add to 
human comfort, as well as the circulation 
that is accomplished by the combination 
of lighting and ventilating features in one 
fixture. Prices on many of the units are 
given, together with dimensions, etc. Mod- 
els illustrated range from units for of- 
fices, stores, etc., to those for use in -ex- 
clusive clubs and fine homes. 


L. H. Gilmer Co. Catalog 
Describes V-Belt Lines 

The L. H. Gilmer Co., Philadelphia, Pa., 
has issued an 84 page catalog on V-belts. 
It comprises two sections, the first devoted 
to theoretical and practical illustrations of 
V-belts themselves and their operation in 
multiple drives for various classes of ser- 
vice. The second or eigineering section 
introduces new, simple and original for- 
mule for all V-belt calculations, detailed 
tables of drives, from fractional to sev- 
eral hundred horsepower, and a_ large 
chart for quickly determining center dis- 
tances, belt lengths and other useful data. 





ERWIN - Witiams 


Sherwin-Williams 
Brush Display Cartons 


Modern colorful packages are offered 
by The Sherwin-Williams Co., Cleve- 
land, Ohio, for the display of some 
members of the company’s new brush 
line. Some of the brushes packaged in 
the display boxes are: No. 30, metal 
bound, flat paint brushes, sizes 314 





in. SW 212, 1% in., 2 in. and 2% in. 
and SW 230, 1 in., 14% in. and 2 in. 
varnish brushes, as well as No. 400 
flat sash tools, sizes 1 in., 144 in. and 
2 in. Catalog No. 1 shows the line 
and illustrates in colors the display 
cartons used. Included in the Catalog 
is a household painting guide and facts 
on the manufacture, use and care of 
Sherwin-Williams brushes. 





Probe of Chain Store Prices 
Completed by Trade 
Commission 


With the field work in connection 
with its investigation of chain store 
prices now completed, it is believed 
that the Federal Trade Commission will 
make its report to the Senate some 
time in the fall. While no announce- 
ment was made by the commission con- 
cerning the inquiry, it was learned that 
all that remains to be done is the writ- 
ing of the opinion. 

Studies of prices in chain stores has 
been made by the commission’s exam- 
iners in five cities: Detroit, Washing 
ton, Cincinnati, Des Moines and Mem- 
phis. Prices of approximately 700 com- 
modities have been studied by the ex- 
aminers since the inquiry was started 
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in 1928. The investigation is being 
made as the result of a resolution of 
Senator Smith W. Brookhart (Rep., 
Iowa), approved by the Senate in May, 
1928. 


$155,020,594 in Public Works 
Contracts Are Awarded 


Contracts awarded in forty-five States 
and the District of Columbia for pub- 
lic and semi-public construction total- 
ing $155,020,594 were recently re- 
ported by the President’s Emergency 
Committee for Employment. Fred C. 
Croxton, vice-chairman of the commit- 
tee, stated that the total of contracts 
of this nature awarded since Dec. 1 
last now stands at $1,595,693,507. 
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EVERY MECHANIC 
‘A SALESMAN --~ 


The superior quality of Star Saws 
has been passed from mouth to 
mouth by mechanics for the last 
half century. Hardware dealers 
who handle Star Saws have a 
salesman in every mechanic in 
their territory. The old and ex- 
perienced mechanics tell the young 
ones that these blades have been 
their favorites for over 40 years. 


You can increase your business 
with Star Saws. 


Your jobber can supply you. 


CLEMSON BROS., INC. 


Middletown New York 


HACK SAWS ana 
BAND SAWS 
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Depreciation and the consequent price 
reduction are losses which never affect a 
“Stainless” stock ... First of all, a “Stain- 
less’’ stock moves too fast. Its deep, rich, 
modern beauty and its recognized popu- 
lar appeal assure good sales volume... 
Second, being resistant to the dulling in- 
fluence of age, atmospheric dampness and 
damage by handling, Stainless Steel is 
never shopworn but always new. 

Today, rust is taboo. Your customers 


THE SAME PATTERN 
from the same shelf 
Tet... 
one ts doomed to 

stay in stock . 









have gone modern. So have your com- 
petitors ... Why should you suffer? De- 
mand “Stainless” in Cutlery, Cooking 
Utensils and other Hardware. Write for 
our booklet “Stainless in the Home”... 
It shows you where this modern metal 
is used. 

Genuine Stainless Steel is manufactured 
only under the patents of AMERICAN 
STAINLESS STEEL COMPANY » Com- 
monwealth Building, Pittsburgh, Pa. 


STAINLESS STEEL 
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How Krause Displays Table and Kitchen 


CUTLERY 


T scarcely any expense, the George Krause 
A Hardware Co., Lebanon, Pa., recently 
adapted a glass enclosed wall case so that 
it now features table and kitchen cutlery in an espe- 
cially effective manner. The idea is applicable for 
displaying the lines mentioned on any upright 
panel, or in any upright glass case, which originally 
might have been intended for featuring other types 
of merchandise. 

In some stores, especially those that have entirely 
discontinued the use of show cases, it is difficult to 
display cutlery of this type in a productive fashion. 
Sales, in such instances, have often declined for no 
other reason than the lack of proper and adequate 
display. In stores, extensively using open top dis- 
play tables, provision for showing pocket knives, 
razors and the smaller cutlery items has been made 
by using one or two of the modern flat glass top 
cutlery cases. But, frequently, the same considera- 
tion has not been shown kitchen and table cutlery, 
with the result that it is not unusual to see a few 
butcher knives wired to a panel door as practically 
the only outward indication to customers that the 
store has such items for sale. 
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There is no disputing the fact that the drug stores, 
department stores, cigar stores and chain stores that 
have been cutting into cutlery profits which former- 
ly were almost exclusively enjoyed by the retail 
hardware trade, have secured much of that business 
by featuring the line in greater prominence than 
the average hardware dealer. The same tactics will 
tend to again divert this portion of the business 
back into its proper channels. 

Nearly every hardware store can utilize the idea 
here described and pictured, or with a little thought 
can devise a means for showing similar goods in a 
comparable sales producing fashion. The expense 
involved is negligible and the idea is simple and 
easy to carry out, so there is no longer an excuse 
for ineffective displays of kitchen and table cutlery. 

The mere sight of an attractive display often 
serves to remind store visitors of the need. Few 
housewives have a complete outfit of cutlery that 
is capable of fulfilling every household require- 
ment. The opportunity for sales is greater, there- 
fore, than in many other lines, which are not in 
daily use, and that do not require fairly frequent 
replacement. Prominent space may well be devoted 
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to a complete, attractive, and attention compelling 
display. 

In arranging the display shown all of the fixtures, 
which were designed for displaying another type of 
merchandise, were removed as the preparatory step. 
The background in the case had been covered with 
a fabric which was badly faded and to give it a 
fresh appearance, it was painted with a quick dry- 
ing, gloss green enamel. The case was originally 
equipped with two tubular show case lights of the 
reflector type, controlled from a switch located just 
beneath the center of the case. These provided 
excellent illumination and proved to be a decided 
asset in silently beckoning for the attention of store 
visitors. 

The orderly rows of knives, each of which is 
easily removable for handling and closer inspec- 
tion was made possible by home made racks which 
were the unique features of the display arrange- 
ment. The store’s tinsmith turned strips of heavy 
gage galvanized iron two inches wide and cut to de- 





sired length at right angles. Each side of the angle 
shaped rack was then about an inch in width. Holes 
were punched for screws along one side, and these 
were later used for fastening the strips to the back 
and sides of the case. Along the other side of the 
angle strip, slots were made to accommodate the 
knife blades. In doing this, the material was left — 
intact at several points to make the strip strong and 
rigid. 

Knives having a square bolster on the blade end 
of the handle will hang perfectly perpendicular in 
the racks. It is necessary with some knives having 
the round type of ferrule handle, to keep the blade 
straight by using a partly driven tack at either 
side of the blade point. Smaller racks, designed 
for pairing knives were devised for the extreme ends 
of the case illustrated and the idea worked out 
equally as well as with the knives of the larger 
type. Nearly two hundred items of cutlery are 
shown in the display pictured. 





Cattaraugus Cutlery Displays Equipment 


MONG the display equipment available from the Cat- 
taraugus Cutlery Co., Little Valley, N. Y., is this 
wall type display case which has ample stock drawer 
space. It is designed to provide a complete cutlery de- 
partment with maximum display in minimum store space. 
As a protection from dust and theft all samples are under 
glass and each has a card indicating model number, price 
and stock drawer location. In addition to helping increase 
sales of cutlery this type of equipment simplifies the keeping 
up of stocks and makes the annual inventory a very easy 
task. Other types of display equipment are available from 
the company which will arrange to supply any standard 
type or make of display equipment should a dealer have 
such a preference. Further particulars are available from 
the manufacturer who in furnishing display equipment 
takes care of the sampling. 
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Always-Sharp 
Kitchen Knife 

The Always-Sharp aluminum kitchen knife may be used 
for cutting any food product. It weighs but three ounces and 
has a blade of fine pliable steel. Blade is finely tempered 
and beveled on both sides and the cutting edge is said to 
be so designed as to give satisfactory service without requir- 
ing re-sharpenng. It operates best with a gentle saw-like 
motion, whether on bread, cake, meat or vegetables. Charles 
A. Wohr & Co., 621 N. Market St., Lancaster, Pa., is the 
maker. 





4 


Remington Arms Enters 
Razor Blade Field 


Remington Arms Co., Inc., Cut- 
lery Division, Bridgeport, Conn., 
has entered the razor blade field 
with this double edge blade. 
Remington Kleanshave blade has 
the Remington trademark, and is 
of high quality steel. It will be 
advertised as “The Hardware 
Blade for the Hardware Trade.” 
The new blade is being intro- 
duced for the purpose of pro- 
viding the hardware dealer the opportunity to build up his 
razor blade sales at a profit. Blades will retail at 45c. per pack 
of five. Package has an attractive label in red, blue and 
green, with the Remington trademark. Kleanshave blades 
are being supplied to dealers in two ways: 20 packages on 
an easel back card in colors for counter display or in 20- 
package cartons. 
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Cattaraugus Cutlery Display (Floor Style Fixture) Installed in Store of the Trimble-Land 
Hardware Co., Bradenton, Fla. 


Cutlery with a Reputation 
in a Display Case That Wins Trade 


Cattaraugus Cutlery has established a 
reputation for Quality through more 
than 50 years. 


Known and sold in every section of the 
United States. Made by a company 
that devotes its entire time to High 
Grade Cutlery only. We have no side 
lines—no other interests. Our sole aim 
is to furnish you with Cutlery that will 
sell readily and fully satisfy your cus- 
tomers. We have helped many Dealers 
put their Cutlery Departments on a de- 
cidedly profitable basis; we can do the 
same for you. 


We supply only patterns we know will 


Send for Literature and Full Information. 


sell in your locality. Our 50 year sales 
records of best sellers cover every section 
of the United States. 


We also furnish a beautiful glass cov- 
ered Display Case to fit your Cutlery 
stock and store space. You may have 
your choice of Floor, Wall or Counter 
style. Or, we will furnish Lupton Steel 
Cutlery Displays, or any other standard 
type of display you may desire. 


If Cattaraugus Cutlery doesn’t sell, we 


don’t want you to keep it. Our return. 


plan on unsold merchandise protects you 
in every way. We sell direct to you, 
work with you, and for you to secure 
the best results—always. 


Write for our 


Profit Building Sales Plan. It will not obligate you in any way. 


CATTARAUGUS CUTLERY CO. 
LITTLE VALLEY, N. Y.. U. S. A. 
Established 1876 
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Shavrite 
Safety Razor 





No. 175 
Paring Knife 





No. 22683 
Pocket Knife 


We offer you choice of Wall, Floor or Counter Style Display Case 
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CHRADE ()AFETY 
Pash Button Knife 


No Breaking of 
Singer na 415 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARIA 


Manufactured exclusively by 

SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives. 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 




















R. MURPHY’S 


STAY-SHARP SLOYD 













and 
Addetely ght A , MANUAL 
processed stee 
. . uniformly TRAINING 
hardened and a KNIVES 
pered ... every blade St lard 
hand honed ... . Stay e “+g onl a 


Sharp long and well. . 
blade point will not turn ex- 
cept under abuse. These, and 
many more, are reasons for 
their outstanding popularity with 
professor and apprentice alike at 
manual training schools everywhere. 
You will profit and make lasting busi- 
ness friends of your customers selling R. 
MURPHY’S KNIVES. Write for catalog of 
complete line:—showing Shoe, Painters’, Roof- 
ing Knives, etc. 


ROBERT MURPHY’S SONS CO., Ayer, Mass. :: Est. 1850 








Red Devil means 
Glass Insurance 


rein P SMITH, | 


SPRINGFIELD AVENUE, IRVINGTON.” N.J.,U.S.A. 























George Schrade 
Hunting and 
Fish Knives 


Fish knife No. 
920, made by 
George Schrade, 46 
Seymour »t. 
Bridgeport, Conn., 
has large clip, blue 
glazed blade with 
serrated back for 
scaling fish, and a 
black embossed metal handle with durable black finish. 

: ' Sturdy chain loop 
is riveted in butt 
end. Length closed 
is 414 in. It is also 
available with hunt- 
ing blade No. 820. 
Suggested retail 
selling price is 35c. 
The No. 800 hunt- 
ing knife, made by 

: = : the same company, 
has large clip, a glazed blade, and fiberloid black stag 
handle with nickel silver boltsers. Lining is nickeled. A 
sturdy chain loop is riveted in the butt end. Closed length 
is 444 in. Knife is also available with serrated back No. 
900. Suggested retail selling price is 50c. Knives are also 
available with stainless steel blade and chromium plated 


handle. 











No. 3815 Used Safety 
Razor Blade Holder 
American Ring Co., 
Conn., makes the No. 3815 holder 
for used safety razor blades. Holders 
are made from solid brass, highly 
polished and nickel plated. They 
are packed in boxes of a dozen, 
complete with 34-in. No. 6 round 
head, brass, nickel plated wood 
screws. Dealer cost is $2.00 per doz. Suggested retail sell- 
ing price is 25c. each. Holders have capacity of several 
dozen blades. When completely fitled they may be readily 
removed from the spring clip for disposal of contents. 


Waterbury, 








Ritz Stropper 

The Ritz  stropper 
strops all four faces of 
the blade at a time. 
Four stropping leathers 
force the tiny teeth of 
the blade into a keen 
cutting edge when the 
handle is turned. Fea- 
tures are: grooved rol- 
lers for stropping 
leathers, precision adjustment and clutch handle release. 
Stropper will strop Gillette, Probak and similar type blades. 
Suggested retail selling price is $1.00. Hartford Products 
Corp., Hartford, Conn., offers this stropper to dealers at a 
35 per cent discount. 
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1731 - 1931 


Celebrating 200 Years 


of J. A. HENCKELS 
TWIN BRAND CUTLERY 


TWIN WORKS SOLINGEN 


J. A. HENCKELS, INC., NEW YORK 

























ACME-OVAL 


The Fastest Selling 
Scissor Brand 


Helps Dealers make more 
sales and greater profits 









Our large production enables 
us to offer low-priced and 
medium-priced, strong and 
durable Scissors and Shears 
that cut easily, meet compe- 
tition, and give good satis- 
faction. 


Cast, open-hearth and forged 
steel grades. 


Complete range of patterns 
and sizes to retail profitably 
at 10 cents to 50 cents. 


Send for 
Sheets. 


THE ACME SHEAR CO. 


Knowlton and Joseph Streets 
Bridgeport Conn. 
We Sell to the Wholesale Trade Only 





Illustrated Price 


















Gem Leads Because Gem Deserves Leadership 


—says their smart look- 
ing counter card ... and 
they do... and HOW 





Known the world over for perfection of 
workmanship and perfection of perform- 
ance. Nationally advertised for many 
years ... known to neat people the coun- 
try over. Quick selling wherever dis- 
played upon their smart compelling coun- 
ter cards. Gems sell themselves. 





Gem, Jr. 
Retails at 35 cents 


Gem 
Retails at 50 cents 


The H. C. COOK CO., Ansonia, Conn. 





A Red-Hot Retailer 


No. 1284 Assortment 


Blue, black and green enamel, cocobolo and genuine 
macassar ebony handles. Stainless steel blades. 


See Your Jobber at Once 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 
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—y our customers 
are looking for the 
“RITE ~ WAY” to 
double closet space 
at trifling cost! 





Just display the RITE-WAY Garment Fix- 
ture. You'll be pleasantly surprised with the 
plentiful sales and worthwhile profits that re- 
sult. 


Summertime always taxes closet capacity—in 
homes, hotels, apartments, clubs. The RITE- 
WAY Garment Fixture offers necessary mod- 
ern conveniences for men and women. It 
keeps clothes and closet neat and orderly— 
pays for itself in a week in saving pressing 
and cleaning bills. Puts the entire wardrobe 
under “finger touch control”. Comes in eight 
sizes—heavily nickel plated—extremely attrac- 
tive. 


Sell RITE-WAY and you'll make more “gar- 
ment fixture dollars”. Write for prices and 
complete information. 


Milwaukee Stamping Co. 
Milwaukee, Wis. 





Hardware dealers everywhere carry the 
Lawson-Milwaukee line as_ standard 
stock—for dependability in material, 
workmanship and finish. 


LAWSON 
MILWAUKEE 


Keep Your Stock COMPACT Buy this COMPLETE Line of 


SPRING HINGES 


SALES ROOMS AND WAREHOUSES 


Milwaukee Stamping Co., 416 Broadway, New York, N. Y. 
Milwaukee Stamping Co., 230 W. Superior St., Chicago, Ill. 
C. E. Harris, 120 Pearl St., Boston, Mass. 

Arthur R. Bodmer, 323 Kelso St., Harrisburg, Pa. 

F. PF Allen, 202 Balter Bldg., New Orleans, ; 

| - North, 1002 Woodlawn Ave., Seattle, Wash. 

. F. Bevers, 521 30th Ave., Seattle, Wash. 

F. W. Jonas, 320 E. 3rd St., Los Angeles, Cal. 

Chas. T. Walker, Ltd., 507 Coristine Bldg., Montreal, Que., 


an. 
Peterson Sales Co., 1921 Blake St., Denver, Colo. 


























Disston Keystone 
Saw Pack Display 

















This window cut-out is given 
by Henry Disston & Sons, Inc., 
Philadelphia, Pa., with the com- 
plete Keystone Saw Sales Pack. 
The pack contains two 16 in., two 
20 in. and six 26-in. Keystone 
hand saws. One of each of the 
three sizes may be attached to 
the display which is colored in 
orange, black and white. 

Display shows the list 
price of the three models. 
The assortment itself was 
described in the 


April 30 issue of fo 
HarpwareE AGE. ae 





International Harvester 
A-2 and B-2 Trucks 


International Harvester Co. of America, 606 S. Michigan 
Ave., Chicago, Ill., recently announced two new 114-ton trucks, 
models A-2 and B-2. The A-2 is built in two wheelbases, 
136 and 160 in., with body allowance of 1200 lb. for com- 
mercial hauling and delivery service. Body and load capacity 
totals 4200 lb. Both models employ the same units through- 
out with the exception of rear axles and transmissions. In 
the model A-2 rear axle is of single speed spiral bevel drive 
type. Model B-2 has two-speed axle, which, coupled with 
three speeds of transmission, provides six forward and two 
reverse speeds. -A-2 has four-speed transmission with single 
reverse. Both models have four-cylinder, L-head type engine. 
Pressure feed lubrication to all main, camshaft, connecting 





rod and wrist pin bearings is provided by gear type, gear- 
driven oil pump. Steering gears are of cam and lever type. 
Cast spoke type wheels with single bevel mounted type rims 
are employed. Balloon tires are standard equipment. Dual 
rear wheels and tires are available, as well as over-size tires 
for all wheels. Spring mountings are interchangeable as 
well as springs. Standard equipment includes cowl and 
dash, front fenders with short running boards, sturdy front 
bumper, underslung tire carrier and spare rim, complete 
electric equipment, including starter and depressed twin 
beam headlights, air cleaner, jack and tools. Cab is roomy, 
two-man type. Numerous body types are available for all 
hauling speeds. 
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Show these knobs 


to builders 


The next time one of your good builder 
customers comes in with a list of hardware 
items, don’t let him get away until he sees 
these Bakelite Molded door-knobs. He is 
bound to be interested in them, and when 
you explain how these knobs will stand up 
under the hardest kind of service, and give 
him a new selling point for his houses, the 
chances are he will let you “wrap ‘em up.” 
Bakelite Molded door-knobs thrive on hard 
or unusual service. They are made in several 

colors, won't dent or chip, and their lustrous 

finish will last indefinitely. If you haven't a 

supply of these easy-selling, profit-making 
knobs in stock, write for full particulars and 
the names and addresses of their makers. 


BAKELITE CORPORATION, 247 Park Ave., New York 


CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 








BAKELITE 


mecTeRto B 
The registered trode marks shown above distinguish materials 
monviectured by Bakelite Corporation. Under the capitol “B” the 








nymencal ugn tor infinay of unlimited quontity It symbolizes the infinite 
number of present and tuture uses of Bakelite Corporanon's product. 


THE MATERIAL OF A THOUSAND USES 
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for profit, and dependable ser- 
vice to customers, stock popular 


Eagle Wood Screws. 


These good screws are precision 

made, with clean slots, uniform 

heads and accurately cut threads. 

The styles include flat, round and 

oval head—iron or brass—all sizes. 
| Large stocks on hand assure 
prompt shipment. 


cfOWNI@)2 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 


Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks 
:) 














| EAGLE a 2G ice CO. 
| 26 Warren Street New York 


Branch Offices: 


Philadelphia, Pa. Chicago, Ill. Boston, Mass 
Works at Terryville, Conn. 


| 521 Commerce St. 177-179 N.FranklinSt. 114 Bedford St 
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i The Last Word 
In Garage Hardware! 






S Automobiles 
step ahead-- 
so do owners seek 
greater strength, im- 
proved convenience 
and more genuine 





value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon request. 





anufacturing Company 








ERIE. PENNSYLVANIA 





Branch Offices:- 
NEW YORK: 45 Warren Sr. BOSTON: 113 Purcuase Sr. 
CHICAGO: 555 W. RANDOLPH St. SAN FRANCISCO: 703 Marker Sr. 
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United Concealed 
Transom Adjuster 


United Specialties Mfg. Co., 
Ltd., Richmond Hill, N. Y., 
now offers the United con- 
cealed transom adjuster to 
the hardware trade. The maker 
states that this fitting will 
control even very heavy tran- 
soms, thereby eliminating the 
need of transom chains. With 
the United adjuster, transoms 
may be held open at any 
angle up to 35 deg. -Should 
the pole slip, the transom is 
safe, as it cannot drop. Ad- 
juster is made in three sizes, 
according to the transom 
height, and is adjustable so 
that the exact dropping weight of the transom can be counter- 
balanced. 




















Shelby Cast 
Door Holders 

The Shelby Spring Hinge Co., 
Shelby, Ohio, offers this door holder 
in two sizes. It is available in brass 
or bronze as well as certified malle- 
able iron. It is of lever type in 4 
and 514-in. sizes, and may be used 
for alf doors. Holder is especially 
recommended for doors equipped 
with overhead checks or checking floor 
hinges. When not in use, the lever of the door can be raised 
with the foot and held up out of the way by a spring in the 
base. When in use, the lever is on an angle with the door 
and forces the rubber tip to cling to the floor with a vise-like 
grip, yet it will not mar the floor. 





Simplex Pentode 
Super-Dynatron 

Two models of the Pen- 
tode Super-Dynatron radio 
set are offered by The Sim- 
plex Radio Co., Sandusky, 
Ohio. Sets combine use of 
the five element Pentode 
output power tube with 
super-heterodyne principle 
plus the Dynatron oscil- 
lator circuit. The maker 
claims that with this cir- 
cuit, six tubes give nine- 
tube performance. Dial is accurately calibrated in kilocycles 
and is actuated by a new and simple type of drive, spring 
cushioned for smooth operation. Tone control is variable 
to almost any degree of treble or bass, says the maker. Built- 
in antenna is provided as regular equipment, and set is claimed 





| to function efficiently without either antenna or ground con- 


Midget model, weighing 1914 lb., is illustrated. 
It lists at $49.50 less tubes. A studio type console listing 
at $59.50 is also offered. Chassis and speakers are sold 
separately on account of the demand for installation in old 
cabinets, desks, bookcases, tables, etc. Chassis measures 13 x 


7x7 in. 


nections. 
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Connects with SoRRY. BUT We 
hose in series Ate J UST our 


and creates 
a portable 
sprinkling 
lawn 
system 









Outselling All 
Low Priced 
Movable 
Sprinkling 
Systems 





Made Only With 
3%,” Hose Thread 


The exceptionally low price and the proved 
practicability of Sherman Portable Spray 
Heads are creating many sales for dealers. 


A few of these Spray Heads, connected as 
shown, provide land owners with a most eco- 
nomical means of sprinkling lawns, gardens, _| 


golf courses, etc. These heads throw y pi | to figure Ur 2 “~~ « 
mist-like spray which cannot “puddle.” | 

They wer wide area. . | High Cost of’ Low Stock 
SHERMAN | 

Portable Spray Heads >>> a 


| time and pay no salaries. “Out of Stock” is “out of 
fit standard size garden hose, will not tip | luck”—for few customers nowadays will bother to 


| come back or wait for standard goods. 





over; require no adjusting and will not dam- 


age the tenderest plants or the finest lawns. | de: will! qwelit: you to keep up @ complete stock: of 


Customers usually buy extra coupling equip- Dietz Lanterns — for they are staple, preferred 
sellers—never out of date—always in demand—one 


| 

ip | 
eee Pienaar nwo by these aiid, | othe dependable hardware lifes that yield steady 
° “| satisfactory, year-round income. 
tional sales. Most customers buy a carton | oo 
of 4 Spray Heads with 2 Caps besides the | 
EXTRAS. Heads are made of SOLID BRASS | 


—no rust. 










R. E. DIETZ COMPANY 
NEW YORK 


These Spray Heads are outselling every item 
we have ever put out. Order NOW. 


Largest Makers of Lanterns in 
the World—Founded 1840. Out- 
put Distributed through the Job- 
bing Trade Only. We do not 
Sell Mail Order Houses and 
Chain 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


Stores. 
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1 BL D DY 


... the popular flashlight lan- 
tern, is selling faster than ever 
—in thousands of alert, go- 
getting hardware stores where 
the new, compact “BUDDY” 
counter display is up. The de- 
mand for this sales-making 
stand has been great. It’s FREE 
with your order for six or more 
“Bupbpys.” Did you get yours? 
Put “BUDDY” on your want 
list right now. It’s one sure 
way to build new sales—for 
“BUDDY” is a hot item today. 
“BUDDY” is in the Saturday 
Evening Post . . . building busi- 
ness for you! 


In a beautiful red enamel 
jacket. “BUDDY” stands 334 
in. high and takes 2 standard 
1% in. flashlight cells. List, 
$1.50, complete, less bat- 
teries. In Canada, $1.70. 


Delta 


ELECTRIC A. COMPANY 
MARION yin INDIANA 




















American-National 
Co. Vehicle Has 
Rolls Wheels 


The American-National 
Co., Toledo, Ohio, has 
originated a wheel known 
as the Rolls auto wheel. 
It combines the sporty ap- 
pearance of the wire spoke 
wheel with the strength of 
the disc wheel. A new 
catalog shows all numbers 
equipped with the Rolls 
wheel. 





Toledo Blue Streak 
No. 1144 Cord Auto : 


This modern Imperial “V” type radiator is available on 
several numbers of the Toledo Blue Streak line of automo- 
biles. The No. 1144 Cord illustrated is equipped with this 
new type chromium plated radiator and also with the new 





Rolls auto wheels, Sportlight, upholstered leather seat, French 
horn, and nickel plated tubular bumper. The Toledo Blue 
Streak line of Children’s Vehicles is manufactured by The 
Toledo Metal Wheel Co., Toledo, Ohio. 


Seal-again 
Bottle 
Stopper 


The Seal- 
Again bottle 
stopper with 
bottle opener 
is produced by 
the Seal-Again 
Bottle Stopper 
Co., 129 Fifth 
Ave., New York 
City. When 
original crown 
or cap has been 
lifted off the 
Seal-again 
bottle stopper 
may besnapped 
on. Bottle 
opener attach- 
ment is pro- 
vided for re- 
moving _ origi- 
nal cap or crown. When the bottle stopper has been snapped 
on the maker states that it is as “tight as the bark on a tree.” 
Suggested retail selling price is 10c. Dealer cost is $1.60 per 
card, or 80c. per dozen. In lots of 6 cards, dealer cost is 
$1.50 per card or 75c. per dozen. 
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MYERS £32£Sling Unloader 


FrARMERS always demand a 
lot from their hay unloading 
equipment. Time and weather 
conditions must both be reck- 
oned with during harvest. When 
the hay is ready to be hauled to 
the barn delays are costly. 





Performance records of Myers 
Hay Unloaders are outstanding. 
The ease and speed with which 
they unload the hay and grain 
from the wagon into the mow— 
their built-in extra carrying 
power—their dependability from 
year to year for uniform service 
—are strikingly important in 
troub’e-free, low-cost, harvest 
operation. 














Mowers will hum again in a 
few days. Every ton of hay will 
be cut this year. As usual, there = 
will be a demand for Myers Hay Gc / pt pte | 
and Grain Unloading Tools. You \ 1 TOANY ¥ 
may have already placed your \ q q & f} ELEVATIONY 


u 
ROPE TO ¥ 


order for them. If not, write or OFLoaD ¥ 


wire. 


THe F.E.MYERS & BRO.c°. 


ASHLAND PUMP AND 
a) HAY TOOL WORKS 
a N75 ASHLAND, a ei 
WN WEE OHIO. SS << 








LLL at 





CIR) WOOD SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, Thumb 
SCREWS 
SPECIAL AUTOMATIC SCREW MACHINE PRODUCTS 
Stove, Tire, Sink 
BOLTS 


Machine Screw, Stove and Tire Bolt Nuts, U. S. S. Nuts, 
S. A. E. a S. A. E. Plain 


Jack, Plumbers’, Register, Safety, Furnace, Ladder, Sash 
CHAINS 


Escutcheon Pins Speedometers Tachometers 


THE CORBIN SCREW CORPORATION 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 
Warehouses: New York Chicago Philadelphia 
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NOW 


KLEEN SWEEP 
LAWN RAKES 


Can Be Had With 
SHAPED 
HARDWOOD 
HANDLES 


SEND FOR SAMPLE 


RUGG MFG. CO. 
Greenfield, Mass. 








a Send for 
SA Folder and 


No. 41 
Notice the way 
the teeth are curved. 




















The Wolves of Lenex— 
How their name spread the width 
and bri land. In a fear- 


speed wind 

pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
a ee oo Se 
job! 


Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land — a demand 
for “the tools in the 

plaid box’’ — from shops 

and men to whom hack 

saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 

Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan _ will 

help you get these blades 

started in your territory. 
Write for particulars to- 
day. 

The tools in the Plaid box 


American Saw & 
Mfg. Co. 
Springfield 








vat) 5 fae 
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Mae’s Snap-On 


Corrosion Eliminators 


Bee 





Superior Battery Parts 
Co., City National Bank 
Bldg., Miami, Fla., makes 
Mac’s Snap-On Corrosion 
Eliminators for storage 
battery terminals. Pads 
are quickly snapped onto 
the battery terminal, in- 
suring full delivery of 
power from the battery and insuring protection for lights 
and fuses by elimination of terminal corrosion and decompo- 
sition, according to the maker. Eliminators are offered to 
dealers on display card of six sets. Dealer cost is $1.00 per 
card. Suggested retail selling price is 50c. per set. 





Frigidaire Corp. 
Water Cooler 


Frigidaire Corp., Dayton, Ohio, 
makes this electric water cooler, which 
is equipped with porcelain lined food 
and beverage compartment. It is 
suited to the requirements of a small 
organization or private office and is 
finished in metallic lacquer with 
chrome plated hardware. Refrigerat- 
ing units of the new line are covered 
by a three-year guarantee. There are 
five models, three of individual types 
and two larger units to meet greater 
requirements. In addition, two tank 
type coolers for large factories and 
public place are being built. Indi- 
vidual coolers are equipped with one- 
fifth horsepower, motors are adapted 
for use of either bottled water or with city pressure. 








Bang-Ball 
Court Game 


Gibbs No. 300 
Bang - Ball court 
game, which is said 
to have all the 
action of tennis, 
may be played in- 
doors or out. Out- 
fit consists of a 
seven-foot standard, 
two improved Bang- 
Ball guns and four 
light, brightly 
colored celluloid 
balls. Game, which 
is recommended by 
the maker for the 
beach, play ground, 
gymnasiums, may 
also be played on 
the lawn. Game is 











packed in —_—. eenaanead. 
24 x 24 x 4% COURT GAME 





inches. The Gibbs 
Mfg. Co., Canton, 
Ohio, is the maker. 
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‘The Best Mounted Grindstone 
on the Market } 


The Sterling sells to 
farmers, mechanics and 
home owners who want 
the best. 

Ask a prospective cus- 
tomer to sit on the 
saddle and see if the 
double treadle and ball 
bearing features do not 
make a propulsion al- 
most as easy as riding 
a bicycle. Mounted with 
one of the famous 


Genuine 





Shipped Knocked 
Down and Crated 


“Cleveland” Grindstones 


of Genuine BEREA Grit which we alone manufac- 
ture. No grindstone sharpens tools quicker or bet- 
ter. None runs easier or lasts longer. A big seller 
to farmers without power supply. Good profit. 


Send for catalog and prices 


The Cleveland Quarries Co. 
Cleveland, Ohio 
28 West Broadway, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 





” 


West 








50 years on a DOOR 


good for 50 years more 














The solid bronze Bommer Spring Hinges swinging the 

- big front doors of the old Bank of Manhattan at 40 Wall 

&., New York, since 1880 were still in excellent condi- 

tion when that building was demolished in 1929 to be 

replaced by the new Bank of Manhattan skyscraper of 

73 stories which is also equipped with Bommer Spring 
ly an astounding record. 


These Historic Hinges can be seen at our fectory 


TRADE MARK 


Milliens and Millions of Peeple 
are Pushing Bommer Spring Hinges 
when opening doors 
Factory at Brooklyn, N. Y. 

















Here's the Point 








Tue experienced wood worker really does not 
buy bits; he buys HOLES, and he wants them exact. 
Russell Jennings bits are all micrometered at the 
factory, and every one will bore a hole exactly the 
size marked. 

These bits do cost a few cents more than some 
others, but when you explain how they are trued up, 
carefully sharpened by hand, and then tested in tough 
hickory for strength, you are talking a language that 
any careful buyer can understand, and the slight price 
difference disappears. 

Distributed through Wholesalers 
a) 











THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 











Get FREE SAMPLES 
TODAY 


Ask your jobber or write 
direct for complete in- 
formation about this fas- 
ter selling roofing nail. 


ROOFING NAILS 


The led-hed Nail that SEAZS the hole 


FOR CORRUGATED - SHEET STEEL - 
METAL AND PREPARED ROOFING 


They have “all the lead under the head” making 
a permanent, tight, weatherproof seal, positively 
closing the nail hole. The head won’t knock off 
or come loose. Made in 11%", 134”, 2”, 244” and 
214” lengths — No. 10 gauge. Bright or hot gal- 
vanized; also in pure copper. 


Nationally Advertised 
THE DENISTON COMPANY 485 So- Western Ave., Chicago, Ill. 
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Every Woman Wants Them 


To fasten Curtains, Tie-backs, Draperies, 
Tapestries, etc. For every room in the 
house. 


Moore Decorative Fasteners 


Six colors to harmonize 
with any fabric. Two on 
a block, wrapped in 









Cellophane. Packed 
48 blocks to a Dis- 
play Carton. 


Order through your 
obber 


Moore Push-Pin Co. 
Wayne Junction, Philadelphia, Pa. 














Three sizes: 
40-60 and 120 Ibs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 
graduations. They are indefaceable and 
indestructible. Very attractive: Made to 
comply with Departments of Weights and 
Measures. Patented adjustable hand for 
obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 
232-242 East Ohio Street, 
Chicago, Illinois 











Prevents Doors Banging! 


This strong, de- —No Damage to Car 
pendable holder or Injury to 
solves the problem 
of bent fenders and 
broken head- 

lights. Easily 

turned up or 
down by 
hand or with 
foot. Locks 
itself auto- 
matically. 

































PHENIX MFG. CO. 


Center St. and N. Humboldt 
Y=» MILWAUKEE, WISCONSIN ~> 














Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 


knife sales. 
Whet your knowledge on_ the 
HARDWARE AGE grindstone. Profit by 


the cutlery articles. 
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Niagara Model 
Whirlpool Washer 


Nineteen Hundred Corp., 
Binghamton, N. Y., has an- 
nounced the Niagara model 
Whirlpool washer, manufac- 
tured to meet low priced com- 
petition. The maker states 
that it maintains the usual 
“1900” quality, even though 
offered at a low price. All 
gears are steel cut, worm and 
parts subject to wear are case 
hardened and ground, and 
compensating featurés are 
provided. Tub is a double- 
fired enamel, both inside and 
out, with a six pounds plus 
capacity. It is equipped with 
the Hydro Actr washing prin- 
ciple, said to be the fastest and most thorough washing action 
known, eliminating the high center post. The Niagara 
washer is also equipped with the ballon roll pressure cleanser. 
Suggested retail selling price is $79.00. 








Warren 
Telechron 
Model AA 
Tambour Clock 


This special mahog- 
any finish tambour 
electric clock is 
made by Warren 
Telechron Co., Ash- 
land, Mass., to sell 
for the suggested re- 
tail price of $9.95. 
The central window 
display card shown 
here is for use in 
the company’s 
“Scoop” campaign. 
Included in the campaign are three six-color window cards, 
“handwritten” invitations, folders, newspaper mats and ad- 
vertising novelties, etc. 


SOFOET AMES — THEECR OR 20d eaten feoeccs tomy Mpnees we BADD DETUEES 


NOW- 22422 value at $¢ 95 


FOR A LimiTED YF 








4 


Improved 
Mixmaster 


The Sunbeam Mix- 
master, manufac- 
tured by the Chicago 
Flexible Shaft Co., 
Chicago, IIl., has re- ‘ 
cently been im- << D> 
proved. The beaters \ | 
may now be _ re- - Fy 
moved separately for 
cleaning, and may be 
operated either singly or in combination. The two bowls 
revolve by themselves on a ball-bearing disc, requiring no 
assistance from the operator at all. A fruit juice extractor 
has been added, which will deposit the juice either into a 
mixing bowl when in positon in the mixer or into any other 
bowl outside. There is a device for regulatng the flow of oil 
into mayonnaise mixture. List price of the complete mixer 
remains at $24.75. 
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INDUSTRIAL SITES 
No Labor Troubles 


Penna. R. R. Main Line 


Inducements 


Newport Chamber of Commerce 
Newport, Pa. 















“Buffalo” Galvanized Hardware Grade Wire Cloth 
has a reputation for unusual wearing quality—it 
stands up under hard use. Over 60 years experi- 
ence in wire cloth manufacturing for all industrial 
and domestic purposes. Immediate shipment from 
stock on all standard sizes and grades. Information 
and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO. 
















Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. ‘Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
Polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


H+ Let us send you catalogues. Order through your jobber or direct. 
= (F ly S rt agg Est. 1869) 

s ‘ormerly Scheeler’s Sons, t. e . 

s 

sss 518 Terrace Buffalo, N. Y. The Progressive Manufacturing Co. 
Be etemerrsrssensssncesrousvansenayuseususneuunssuupenugroesseneesueponsssses Rapes onr ne earth nan ta. Rone 














OUT OF SIGHT— 
AND OUT OF MIND— 


Display . . . display . . . display 

and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE ACE 
to aid you in effective window 


and counter displays. 


Keep in Step With This Modern Trend 





Are Famous for earn Edge and Endurance 


Made from best Swedish mild steel, with 
inserted crucible steel bit. 


BANKO Scythes are guaranteed against 
manufacturing defects. 


BANKO Scythes are the best and ost reliable made 
in Sweden and have been sold in U. A. since 1889. 


Beware of imitations, Demand the Povpneties BANKO, 
From your jobber or write Factory Office: 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, Be Minneapolis, Minn. 




















SPECIAL TABLE OFFER 


 anoy peter —- Q5 Think of a genuine Heller Merchandising 
Table only........ $ Re Table for only $23.95! A new, up-to-the- 
month Down minute table, designed to increase your 





Balan nce "35° aap 
for four months. sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to pay 
for them out of income they bring you. 
Full size—7 ft. x 30% inches. Height 





34% in. Beautifully finished in medium 
gloss oak. 4 

offer is good for 

summer months F R E E ! 
only, so hurry! Six Merchandis- 
You may never ing setups fur- 
have another nished free with 
chance to buy each table. 


genuine Heller 
equipment at so 
low a price. 

SBS SBS S SS SS SS TS SST TBS SSS See ee 


SEND THIS’ W. C. HELLER & CO., Montpelier, O. 
0 Please ship No. 27 tables as advertised. 
COUPON 


(J Send complete eo gg on your special summer 
6A 


ups alone worth 
price of table. 











offer on No. 27 tables 
SIGN NAME AND ADDRESS IN MARGIN 
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Good Margin, Big Protits 





Mamdtreds of Orders like th ig 














SELL STERLING 
PRODUCTS:«,:" 


a quick ready 

market that will boost your profits. Your 

customers will be quick to buy Sterling 

Products—they will recognize the added 

value. 

Your jobber will give you full de- 

tails or write direct— 

NORTHWESTERN BARB WIRE COMPANY 
Since 1879 

Sterling, Illinois 
































<ANcasteR, pa.vS® 


laminated padlocks are 
NOT sold to any chain 


store or mail order house 
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Coming Hardware 
Conventions 


CaroLinas HarDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, 
secretary, 804-806 Commercial Bank Building, Charlotte, 
N. C. 


Iowa RetaiL HarpwWARE ASSOCIATION CONVENTION AND 


. EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 


vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, sécretary, Iowa Hardware Building, Mason City. 


LovIsIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lake Charles, June 8, 9, 10, 193. Harold Bervig, acting 
secretary, 915-935 Meyer-Kiser Bank Building, Indianapo- 
lis, Ind. 


Micuican RetaiL HaRDWARE ASSOCIATION CONVENTION 
AND ExuiBiTIon, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota RetaiL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


Mississipp1 ReTarL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PuRCHASING AGENTs, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NATIONAL ELectric LicHT ASSOCIATION CONVENTION 
AND ExuisiTion, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NaTIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25,° 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New EncLanp Retait HarDwWaRE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


NortH Dakota Reta, Harpware Association Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota Retait Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 
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WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jets) 5 OO) .9 D 


LvAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





BURNLEY 


TheSoldering 
Paste that has 
satisfied cus 
tomers for over 
23 years. 


Sample free 








BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 





Style N 


CAROLUS CUTTERS 


The Style N is the regular Bolt Cutter with the added End 
Cut, and also the Nut Splitter, making a 3 in 1 Tool. You 
can also obtain Carolus Cutters in Style A, Straight Cut; also 
Style B, Straight and End Cut. Steel Plates hold Jaws rigid. 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 
Literature and Prices. 


CAROLUS MFG. co. Sterling, Ill. 
Sales Repr Surpless, Dunn & Co. 


NEW YORK, CHICAGO 











J ¢ 
hy ALL STEEL 
For Use in Extra Difficult Service 


You can sell the COES ALL STEEL Wrench for the 
heaviest and hardest work and assure every user 
that it will “make good” on every job. It has the 
stuff that makes it tough. Seven sizes: 6” to 21”. 


Sold by all leading jobbers. 
BEMIS & CALL CO., Springfield, Mass. 





YERS (ines 











MODERNIZE STORE METHODS 


eas — adequate storage Saatientes for shelf stock—te 

and for clerks and stock men 

i. ‘Seube with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips. rubber tires, over- 

head track system, firm construction throughout, eliminate vibra- 

















tion and noise and produce a ladder of — — for 


safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 

© mE FE MYERS & BRO.co 


ASHLAND, OHIO. j 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 

















Wickwire Brothers 








. sillibiie- 5, 7 

Wik? Hex. Poultry Netting 

=e 
yey Every roll made of Open Hearth Steel 
ee which resists rust much longer than 
ee Bessemer. 
ec The complete product is made in our own 
feo Sy, plant—we control every operation. Our 
mer Se method and quality of galvanizing gives 
nO ad added protection, as well as a good finish. 
eS All standard sizes. 
oa Your oe | Will Supply You. 
OS. : - 

a — 
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tool grinders and vises are 
SS (@} Iary-)(- ac any chain 


store or mail order house 
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CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; 

in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 


Each 











tives Wanted” 


Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
advertisements. 





Set Solid, Minimum of 5 lines.. 
additional line.... 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ 
Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
ee PRETO Tri YT Cree eer og 
Each additional inch...........+--- 4.00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Adverti: t 
HARDWARE AGE is published each Th 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 


HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 





+++ +83.00 
-60 
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POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE MAN—Twenty five years’ experience retail and manu- 
facturing—Catalog making—store management—builders hardware—mill 
supplies. Can read and take off blueprints. 45 years of age. Married, 
sober, a hard worker. First time out in twenty years. Want quick 
connection. Salary secondary. Address Box J-329, care of HARDWARE 
Ace, New York City. 





SALESMAN of character and responsibility with wide acquaintance 
among wholesale and retail hardware trade in States of Illinois, Indiana, 
Wisconsin and Kentucky desires connection with reliable manufacturer. 
35 years of age. Married. Excellent references. Salary or drawing, 
account against commissions. Address Box 7428-A, care of HARDWARE 
Ace, Chicago, III. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 


tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 


West or South preferred. 


Address Box I-983, care of HarpWaRE AGE, 
New York City. . 





SALESMAN—Sixteen years’ experience with manufacturers and jobbers 
in East and West desires position. Single, age 43, willing to go most 
anywhere. Covered southern New York State for one of leading hardware 
sporting goods, auto accessory jobbers the last seven years. Best refer- 
ences. Address Box J-332, care.of Hakxvware AGE, New York City. 





HARDWARE MAN, experienced general hardware, builders and mill 
supplies, paints and varnishes, roofing and sheet metal supplies, plumbing 
and ig Som and take off blue prints, make architect and contractor 
contacts. ergetic and competent. Salary secondary to opportunity. 
Address Box J-305, care of Ilarpware AGE, New York City. 


SALESMAN, unusual experience, desires connection with manufac- 
turer or hardware jobber. Twenty-five years’ experience in hardware, 
automotive and advertising fields—in sales managerial and executive po- 
sitions—familiar with wholesale, jobbing and larger hardware retail ac- 
counts in New York and Ontario, Canada. Prefer N. Y., Penna., Ohio, 
territories. Married, 44 years old, excellent references. Address Box 
)-337, care of Harpware AcE, New York City. 








YOUNG MAN, 35 years, married, 13 years’ experience as department 
manager for one of the largest construction companies in the country. 
Had charge of purchasing, selling, and renting contractors machinery and 
hardware, besides repairing of machinery, shipping and receiving. Had 
charge of six to thirty-four men. Professionally an accountant. Seeking 
connection with hardware concern. Best of references. Address Box 
J-335, care of Harpware AGE, New York City. 





SALESMAN now employed with well known tool and hardware manu- 
facturer desires change offering périffanent opportunity. With present 
connection for seven years. Well acquainted with wholesale and retail 
trade in Metropolitan New York area, but will consider any good terri- 
tory. Available on short notice. Address Box J-342, care of HaRDWARE 
Ace, New York City. 





CREDIT MAN, with 18 years’ experience in hardware, housefurnish- 
ings and general merchandise line, seeks permanent position. Under- 
stands relation of sales to credits and can furnish references. Prefers 
Metropolitan New York area but will go anywhere. Address Box J-336, 
care of Harpware Ace, New York City. 





YOUNG MAN, 23, experienced in wall-paper and paint, two years 
on road with reputable house selling hardware specialties. Wishes to 
make connection with retail or wholesale business, in or outside work. 
Address Box J-338, care of Harpware AcE, New York City. 





HARDWARE MAN, formerly Manager Builders Hardware Dept., 
also thoroughly experienced in Heavy Hardware, Contractors’ and Mill 
Supplies, Tools, Paints, and Shelf Hardware, seeks connection with repu- 
table manufacturer, jobber or dealer. Address Box J-325, care of Harp- 
warE Ace, New York City. 


WANTED—Position in retail store by experienced builders and gen- 
eral hardware man. Ten years with one concern. Willing to locate 
anywhere. Can give best of references. Address Box 7430-A, care of 
ITarpwareE AGE, 1507 Otis Building, Chicago, III. 





RETAIL HARDWARE MAN, 15 years’ experience, shelf and build- 
ers’ hardware, paints, tools, electrical and plumbing supplies in or near 
New York City. Can take complete charge of builders’ hardware or paint 
departments. Excellent references. Address Box J-313, care of Harp- 
ware AGE, New York City. 





HARDWARE SALESMAN, 20 years’ experience, last six years selling 
lawn mowers, cutlery, locks, key blanks, State of Washington, desires 
permanent position with manufacturer or jobber. Address Box J-321, 





care of Harpware Ace, New York City. 
EXPERIENCED HARDWARE MAN desires non-competing lines. 
Will cover Western New York and Northern Pennsylvania by car. Can 


give excellent references. Address Box J-331, care of Harpware AGE. 


New York City. 








SALES AND ADVERTISING EXECUTIVE AVAILABLE 
Thoroughly experienced in modern sales and merchandising 
methods and having successful record of achievements I am ready 
to assume a position where my ability and capacity for hardware 
work, can be best used to accomplish results. 

Experience includes selling to the public, retailers, jobbers and 
manufacturers, Have managed salesmen, prepared sales and ad- 
vertising campaigns national in scope; Te am familiar with the 
common problems of the retailer and jobber in the drug, furniture, 
hardware, grocery, stationery, and dry goods fields. 

Am _ acquainted with the value of open display merchandising as it 
applies to each of those industries. 

Have vision, courage, and like to shoulder responsibilities. Col- 
lege graduate. Past earnings $5,000 per year, but question of 
salary is secondary to that of future responsibilities. Address Box 
J-327, care of Harpware Ace, New York City. 








, HELP WANTED 





A YOUNG MAN for large suburban store who has a thorough knowl- 
edge of builders’ hardware, can read plans, blue prints, etc. Write stating 
age, salary and experience. Address Box J-306, care of HARDWARE AGE, 
New York City. 





HARDWARE and paint clerks can add from $5.00 to $7.00 weekly 
to their salary—No investment or interference with present position. Ad- 
dress Box J-334, care of Harpware Ace, New York City. 











OPPORTUNITY 

Somewhere near New York City there is a man between the ages 
32 and 38 who is now or has been in charge of general Hardware, 
Paint and Housefurnishing Store doing a business of $100,000.00. 
He has a good knowledge of buying, selling, credits, and manage- 
ment and is above all truthful amd has an excellent memory. He 
is, however, not satisfied; possibly because he has been practically 
running the business but not getting well paid for his services. 
To this man is offered a position in a well established store that 
contemplates opening a branch and will need a manager. Are you 
the man? A trial at the present store will be necessary. State 
salary expected and complete experience in first letter. All replies 
will be held in strict confidence. Our own employees have been 
informed of this ad. Address Replies Box J-320, care of Harp- 
ware AGE, New York City. 











HARDWARE AGE 




















CLASSIFIED OPPORTUNITIES 





BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 








An Unusual Opportunity 
to Secure a Well Known 
Hardware Business 


The owner of one of the largest Hardware stores in 
Colorado (Established 1888), is about to retire after 
26 years of continuous business activities. 


This well known store does a big volume business, 
both Wholesale and Retail, the Wholesale trade 
showing a splendid increase since a competitor has 
gone out of business. Principal lines are Builders’ 
Hardware, Garage Equipment, Cutlery, Mechanical 
Tools, Paints and Oils, Plumbing Supplies, Elec- 
trical Supplies, Sporting Goods, etc. Store carries 
a well assorted line of Shelf Hardware invoicing 
about $30,000. Fixtures are unusual and cost $10,000 
ten years ago. 


Continued lease for a period of years can be secured 
at a very reasonable rental. This is an unusual op- 
portunity to secure a long and thoroughly established 
Hardware Business AT A SACRIFICE. 


Address Box J-340 
c/o Hardware Age, New York City 














SALES REPRESENTATIVES WANTED 





SALESMEN, calling regularly on retail hardware dealers and de- 
partment stores to sell our combination assortment of Pocket knife hones, 
kitchen knife sharpeners, scythe stones and oilstones as side line on 
commission basis. Cost only a few dollars and merchant makes 100% 
profit. Best assortment ever offered. All quick sellers. Liberal com- 
missions paid weekly. Four small light samples. Address GOODRICH, 
1500 Madison, Chicago, IIl. 





Ti 

LOCAL DEALER OR SALESMAN y 

wanted who is personally acquainted with his CITY 

OR TOWN OFFICIALS. Can earn liberal commis- 

sions selling street and traffic signs. 

MUNICIPAL STREET SIGN CORPORATION 
299 BROADWAY, NEW YORK CITY 














EXCEPTIONAL OPPORTUNITY for those men calling on Hardware 
stores who desire to materially increase their monthly commissions, we 
have a worthwhile proposition to offer. In writing, give line you now 
handle, territory covered, method and frequency of covering. Address 
Box J-291, care of Harpware Ace, New York City. 





WANTED: Experienced salesmen calling on Hardware and Department 
Stores to sell new “Stainless” Enamelware Kitchen Utensils. Full or 
part time. Commission basis. State territory covered. Give complete 
qualifications and experience in first letter. Address Box J-328, care of 
Harpware AGE, New York City. 





HIGH CLASS specialty salesmen wanted for new patented swimming 
device. A sensation wherever shown. Used by both beginners and ex- 
perienced swimmers for great speed and ease in swimming. Write at 
once for exclusive territory. Dealers Enquiries solicited. Address Easy 
Swimmer Co., New Vienna, Ohio. 





SALESMEN or Sales Representatives Wanted, with following, to 
carry line of leatherette automobile pillows on a commission basis. Sev- 
eral territories open. State references and lines you are now handling. 
Addrss Box J-339, care of HarpwArE AGE, New York City. 





REPRESENTATIVES WANTED, having a following among the 
wholesale and retail hardware and paint trade in all territories, to sell 
a new improved, fast-selling, repeat tool, commission. Address ACME 


SCRAPER CO., 612 Cherry St., Philadelphia, Pa. 





ROPE SALESMAN WANTED. 
Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


100 per cent pure Manila rope, 14c. 
United Fibre 





SALES ACCOUNTS WANTED 











SALES ACCOUNTS WANTED 


Metropolitan District. Experienced man who knows 
how and where to sell hardware and housefurnishings 
wants to represent manufacturers on fully protected 
commission basis. Highest references. Address, Box 
Number J-341, HARDWARE AGE. 














SALESMAN covering territory for sixteen years wants lines of hard- 
ware tools, specialties for Pennsylvania, New Jersey, Delaware, Maryland, 
Virginia and West Virginia. Address Box J-333, care of HarpwaRE AGE, 
New York City. 





Paint, 

Like 
Advertising, 
Works 
Wonders 


medium. 


ware Age. 





MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 


What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: To save 
property as well as improve its appearance. 


Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 
consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 


That medium is the “Monthly Paint Section” of Hard- 
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Boys Want Bae 
BIG-BANG 
! Now 


— L-GUN flash and bang. No matches—no gun- 
powder. Safe noise and plenty of it. Nine num- 
bers—to retail for $1.00 to $5.50. There’s still time to 
order for quick sales and quick profits. 


And Here’s a New 
Sales-Coaxer 
for Children’s Day 
The TWO-CAR RACER 
to retail for $1.00 


A sensation at the New York and 
Chicago Toy Fairs. Simple—no 
mechanism. Just enough skill re- 
quired to hold interest and develop 
dexterity. 


THE CONESTOGA CORP. 


Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Permanent Showroom 


Room 461 Fifth Ave. Bldg., New York City 
XPORT DEPARTMENT 
Office No. 605, 130 Pearl St., New York City 


NOTICE: 








Pending 


Patents 





All infringements on our patents will be vigor- 
ously prosecuted. 











STAR HEEL PLATES 


Star Heel 

plates are also 
These famous made heavier 
Heel Plates and larger 
have stood than other 

brands. 


every test for 
over 25 years. Packed % 
gross pairs to 
each box. 










Made to last 










longer than aN 
others because Sia Also put up 
we use only STARS al Cards a 
; AMID irs _assort- 
the best ma (s ID : ed sixes, Nos. 
terial for GSTT 2, 3 and 4) 
every pair. SPL one dozen 
cards to the 
EX bundle. 
PRICES ON Nos. 00°to 6 SEND FOR 
REQUEST tem Mutation a- SAMPLES 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue Newark, N. J. 

















PROFIT 


on these Fast Sellers 




















The Rose Door Check is a sales leader. 
Priced low—yet beats many an expensive 
model. Novel counter demonstrator con- 
vinces. With the tested Rose Selling 
Plan you can double your check sales 
without extra effort. For all light doors. 
Swift, silent, closes all the way. Simply 
constructed, strongly made beautifully 
finished, quickly and easily attached. 








a 


THE 


ROSE 


SCREEN DOOR 
CHECK 


The Hastings does everything that high- 
priced sprinklers do—more than most— 
yet sells at only $2.75. Another Rose 
product, so of course it’s a winner. 


Whirling or stationary. 100% adjust- 
able. Throws fine mist or heavy shower 
in any direction. A beauty! Light, 
durable. Packed in attractive 3-color 
display carton that makes sales hum when 
put on the counter. 





HASTINGS 
ADJUSTABLE 
LAWN SPRINKLER 

Ask Your Jobber Salesman or Write 


FRANK ROSE MFG. CO, HASTINGS 


NEBRASKA 


General Sales Agent: JOHN H. GRAHAM & CO., INC., 113 Chambers St., New York; 
565 W. Washington St., Chicago, Jll.; 268 Market St., San Francisco, Calif. 


Are you get- 
ting your share 
of Poultry Net- 
ting profits? 


The netting 
with the Rooster 
trade-mark will 
help you to in- 
crease your busi- 
ness because its 
unusual quality 
is appreciated by 
consumers, 


At Your Jobber 
G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


SUPERIOR 





HARDWARE AGE 























INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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Th’ “Hivinly” Hod— 


—‘“An’ th’ good 
father has always 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 
music all the day— 


asad 
ay 
-- fii 


But, O’im av the opinion, an’ begorrah, it will - 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 


shoulder saddle and handle. 
fork pressed from heavy gauge steel. 


only 11 Ibs 


Edges reinforced— 
Weight 


Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 


The Cleveland Wire Spring Co. 


CLEVELAND, OHIO 








Spear- 
Cap 


Opens and 
Reseals Milk 
Bottles 


Doesn’t Spill 
It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 
Also acts as a sanitary cover un- 
til milk is consumed. 


Spear-Cap Is Sanitary 





NEW Way 

After 2s the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the ~~ edge of the cap 
shell. othing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is cote of Alumi- 
num with Nickel-Silver Spear. 
Never corrodes. 

Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c., $14.40 
per gross. Costs dealer $9.00 


per gross. 
cannot sup 


If your jobber 
ply you—write us 
for SAMPLE and prices. 


R. E. MILLER, Inc. 


85 Pearl Street, New York City 
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SHIELD BRAND 
i DRILL 


THE CORRECT 
SIZE DRILL 
QUICKLY FOUND 


A Market for Every Home, Garage, 
Public Building and Factory 











HIGHER QUALITY 


BLOTORCH 


‘AT A LOWER PRICE/ 


Highest in performance—low in price. Exactly the item you need for 
easy and quick sales. Think of it! The Turner No. 30-A—— 
1—Delivers a hotter flame. 
2—Generates quicker and won't clog. 
3—Has new composition valve handle that 

stays ceol. 
4—Seamless brass tank with beautiful dull 

satin finish. 
5—Has top filler—no chance of leakage. 
6—Completely enclosed trouble free pump 

unit. 
7—Smart red lacquered handle that will 
withstand hard usage. 


Order a Turner No. 30-A from your 
jobber and convince yourself that this 
new 60th Anniversary product repre- 
sents the greatest blow torch value 
that you have ever seen. 


¢ THE TURNER URNER BRASSWORKG ) 


ycamore, Ill. U.S.A. 
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Whi. are the Prospecis 
for Chain??? 






Hon DREDS who enter 













|\HARDWARE 





store are bonafide chain prospects if you only knew who 






‘ . 
| as ba 
wee GF 
j Ty s 
f 4 


>) 


Zz porch swing that needs 










tie-out 






chain; or his [ I pump chain might need replacement. And practically 


ice Z 
every dog owner at some time has need for f ‘ i a dog lead. 
A 
RE, 







NT MorcteZZ~ 1 loa! 
eee Choingtove Th 


oe, Fo, # 










Prospects all .. but they must be reminded. Because the Hodell 





Chainstore serves as a constant reminder to customers of their 







frequently doubles and quadruples chain 


Ask yourjobbersalesman orsend the coupon. 








Please send me full ifformation on the 
Hodell Chainstore. 








NAME 












» ADDRESS 





CITY 
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SHAPLEIGH: 


GOLF GOODS 


Nove Barrer Mabe” 


WOOD CLUBS IRON CLUBS 





HAND- 
SOMELY 
FINISHED 

BALANCED 
PERFECTLY 
PLAIN AND 
FANCY 
FACES 


STEEL 
SHAFTS 
CHROMIUM 

PLATED 
No. USF 


LEATHER GRIPS 
ALUMINUM TIPS 

















Silver & 


King 


No. SKD8 
DIMPLE MARKING 


No. SKM8 
MESH MARKING 
The Most Consistent Golf Ball 
Made. Perfectly Centered Liquid 


Core, Tightly Wound with Finest 
Grade of Rubber. 








OUR STOCK 
OF GOLF GOODS 
IS COMPLETE 


Shapleigh National Series No. 1721 


Double 
Faced for 
Either 
Right or 
Left 
Hand 
Players. 





Full Chromium 
Plated on Shaft 
nd Head with 


Full Polished Finish 
A High Grade Low Price Putter 





GB147 
GOLF BAGS 
Have Individuality 
Distinction—Smart Style 


Made Exclusively 
for Us. 


Sketch Showing 
ow Head is 

Moulded Over 
Steel Shaft 





2_@ 
0° ee 
eo 4 


TWO FINISHES 


No. CSP No. SSP 


Chromium Plated 
Shaft with Well 
Polished Head 


Write For Sample 








PLEIGH 


ESTABLISHED 1843 








HAND- 
SOMELY 
‘4 FINISHED 
P- BALANCED 
PERFECTLY 
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GOLF BALLS 


TUBULAR STEEL SHAFT PUTTERS 


The New Marking— Combina- 
tion Dimple and Mesh; Makes 
It Swift of Flight, Durable and 
Easy to Control. 
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